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LAB  PRODUCTS 

are 

front  page  news 

The  products  of  LAB  continue  to  make  headlines  for 
their  efficacy,  quality  and  competitive  pricing. 


Koladex 

Pick-me-up  tablets 
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HRIVCITROl 

VITAMIN  EMULSION 
Halibut  liver  oil  with  a 
delicious  or;mge  flavour 


Labosept 

■     -  Pastilles 


Labiton  Kola  Tonic  and  Koladex  Tablets  help  restore  and 
maintain  vigour,  energy  and  alertness. 
Halycitrol  the  highly  palatable  orange-flavoured  vitamin 
supplement. 

Cerumol  Ear  Drops  for  the  loosening  and  removal  of  ear  wax. 
Monphytol  colourless  brush-on  lotion  goes  deep  to  the  site  of 
infection  in  athlete's  foot. 

Labosept  Pastilles  for  bacterial  and  fungal  infections  of  the 
mouth  and  throat. 

Stock  the  LAB  range  and  be  sure  of  satisfied  customers. 
Laboratories  for  Applied  Biology  Ltd,  91  Amhurst  Park,  London,  N16  5DR.  Telephone  01-800  2252 
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permanent  wave 


:alp  problems  won't  come  back. 
But  your  customers  will. 


For  scalp  conditions  like  psoriasis,  dermatitis  and  dandruff,  coal  tar  shampoos  are  a  very  effective  treatment.  But 
■y'rc  not  the  sort  of  shampoo  most  people  would  want  to  use  a  moment  longer  than  necessary.  Until  now,  that  is. 

Alphosyl  Shampoo  is  different.  It  has  all  the  strength  of  coal  tar,  but  no  unpleasant  coal  tar  smell.  It  doesn't  stain 
?  skin,  or  clothes,  or  the  bath. 

Instead,  its  lightly  fragranced  formula  leaves  the  hair  shiny  and  easy  to  manage.  So  much  so  that  when  the 


iroblem  has  cleared  up,  customers  are  likely  to  come  bouncing  back  for  more. 

That  means  guaranteed  business  for  you,  because  Alphosyl  Shampoo  will  be 
vailable  solely  through  pharmacies.  We  think  you'll  agree  that  as  a  specialist 
iampoo  for  professional  recommendation,  it  belongs  exclusively  on  your  counter. 
Stafford-Miller  Ltd.  Hatfield.  Hens.  ALIO  ONZ 
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What  began  back  in  March  as  a  single  batch  recall  for 
one  flavour  of  Cow  &  Gate  baby  foods,  when 
splinters  of  glass  were  found  in  several  jars  {C&D 
March  25,  p458),  has  mushroomed  to  350-plus  reported 
incidents,  now  involving  a  second  manufacturer,  Heinz. 
The  majority  of  the  contaminations  appear  to  be  copycat 
offences  or  fraudulent  claims  prompted  by  blackmail 
demands  linked  to  two  incidents  involving  Heinz  products. 
Cow  &  Gate  say  they  have  received  no  blackmail  threats. 

Last  weekend  Boots  ordered  their  1 , 100  branches  to 
remove  all  Heinz  and  Cow  &  Gate  products  from  their 
shelves;  Tesco  did  the  same  but  have  replaced  the  cans 
with  new  stock;  and  Asda  removed  both  companies'  glass 
products.  Such  actions  have  had  a  disastrous  effect  on 
babyfood  sales  for  both  Heinz  and  Cow  &  Gate.  The 
£100,000  reward  put  up  by  both  companies  for  information 
leading  to  the  successful  prosecution  of  the  blackmailer  is 
evidence  of  their  desperation. 

The  vunerability  of  the  food  manufacturing  industry  to 
this  type  of  threat  has  been  made  painfully  obvious.  Heinz 
plan  to  introduce  new  tamper-evident  jar  packs  by  mid-May 


—  Cow  &  Gate  are  following  suit.  Neither  manufacturer 
plans  to  withdraw  existing  stock  until  they  have 
tamperproof  replacements  lest  they  induce  greater  loss  of 
public  confidence.  Of  course,  both  tins  and  vacuum  sealed 
button  jars  are  tamper-evident  now  except  for 
contamination  at  source  —  even  the  new  heat  sealed  jar 
packs  will  still  be  vulnerable  to  this  last  danger,  unlikely 
though  it  is.  And  the  Government's  announcement  last 
week,  that  it  is  considering  introducing  new  rules  which  will 
make  it  obligatory  that  baby  foods  are  sold  under 
supervision  rather  than  by  self-selection,  is  hardly  foolproof 
and  will  still  not  prevent  factory  contamination. 

Meantime,  many  mums  will  switch  to  home-prepared 
baby  foods  until  the  hullaballoo  dies  down.  Some  will  revert 
to  the  ' '  instant ' '  route  as  soon  as  tamper-evident  jars  are 
brought  in.  Others  will  stick  to  the  mincer.  Who  can  tell 
what  the  attitude  of  mothers-to-be  will  be  ?  Both  babyfood 
manufacturers  and  pharmacists  among  other  retailers  will 
hope  that  this  current  food  contamination  crisis  will  only 
have  a  temporary  effect  on  sales  and  public  confidence.  It 
is  a  sick  episode  prompted  by  sick  individuals. 
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Lakhani  wins  hearing  in 
Sawtry  fiasco 


Sawtry  pharmacist 
Bhupendrakumar  Lakhani,  who  is 
locked  into  a  dispensing  dispute 
with  local  doctors,  was  given  the 
go-ahead  in  the  High  Court  on 
Monday  to  challenge  a  decision  by 
Cambridgeshire  FPC  which 
threatens  to  put  him  out  of 
business. 

Mr  Justice  Farquharson  said 
he  felt  Mr  Lakhani  had  been 
unfairly  affected  and  could  suffer 
enormous  prejudice  because  of 
the  situation  he  found  himself  in, 
and  should  have  leave  to  seek  his 
own  judicial  review. 

In  the  meantime  he  will  be 
allowed  to  continue  dispensing  to 
NHS  patients  as  it  could  be  many 
months  before  the  dispute  is 
resolved. 

Mr  Lakhani  estimates  that  he 
spend  some  £130,000  on  setting 
up  in  the  village.   But  his 


investment  is  now  jeopardised 
following  a  decision  of 
Cambridgeshire  FPC  to  withdraw 
his  NHS  contract.  The  FPC 
imposed  the  ban  on  NHS 
dispensing  pending  the  outcome 
of  a  new  appeal,  due  to  be  heard 
later  this  month,  by  local 
dispensing  doctors  against  a 
decision  of  the  Rural  Dispensing 
Committee  granting  Mr  Lakhani 
outline  permission  to  dispense  at 
his  high  street  premises. 

The  Health  Secretary 
dismissed  an  earlier  appeal,  but 
later  agreed,  after  the  doctors 
sought  a  judicial  review  of  the 
RDC's  decision  that  there  had 
been  a  procedural  error  and  there 
should  be  a  re-hearing. 

The  doctors,  who  were  not 
represented  at  Monday's  hearing, 
were  given  a  week  in  which  to 
seek  to  challenge  the  judge's 


decision. 

The  judge  described  as 
'  'extraordinary"  the  fact  that  two 
different  sets  of  legal  proceedings 
had  been  launched  —  one  by  the 
doctors  and  the  other  by  Mr 
Lakhani  —  in  the  High  Court 
without  either  party  letting  the 
other  one  know. 

Mr  Lakhani,  in  a  statement 
before  the  court,  said  that  until  he 
opened  his  business  in  September 
last  year,  the  growing  village  of 
Sawtry  was  in  the  far  from 
satisfactory  position  in  not  having 
its  own  pharmacy. 

He  said  the  1986  Nuffield 
Report  on  pharmacy  had  stated 
that  it  was  important  that 
pharmaceutical  services  in  rural 
areas  should  match  the  quality  and 
comprehensiveness  of  that 
provided  elsewhere,  which  was 
not  the  case  in  Sawtry. 


'Net  Book'  decision  delay 


The  Office  of  Fair  Trading  has 
shelved  a  decision  on  whether  the 
Net  Book  Agreement  should  be 
reviewed  by  the  Restrictive 
Practices  Court,  until  the  end  of 
July. 

Under  the  agreement, 
booksellers  should  not  sell  books 
below  the  publishers'  set  prices, 
in  much  the  same  way  as  Resale 
Price  Maintenance  controls 


pharmaceuticals  {C&D,  April  8, 
p593) .  These  are  the  last  two  legal 
price-fixing  agreements  in  the 
UK. 

The  Restrictive  Practices 
Court  examined  the  agreement  in 
1962  and  1968,  and  on  both 
occasions  decided  it  was  in  the 
public  interest.  However,  there 
has  been  considerable  debate  as 
to  whether  the  agreement  serves 


any  useful  purpose  in  present 
times,  and  conflicting  evidence  on 
a  number  of  points  has  been 
received  by  the  OFT,  according  to 
the  director  general  Sir  Gordon 
Borrie. 

The  delay  is  to  allow  comment 
until  the  end  of  May  from  anyone 
interested  in  the  agreement  and  to 
enable  further  official 
investigations,  say  the  OFT. 


this  PMR  package  is  proving  too  simple  for  his  mainframe. . ." 


Smile!  Your 
dentist  cares 

Some  50  per  cent  of  adults  in  the 
UK  neglect  their  teeth,  and  5  per 
cent  do  not  own  a  toothbrush, 
according  to  the  British  Dental 
Health  Foundation,  whose 
message  for  National  Smile  Week 
(May  15-22)  is  "Your  dentist 
cares  —  about  you,  your  teeth  and 
how  to  look  after  them  between 
check-ups". 

During  National  Smile  Week, 
dental  practices  throughout  the  I 
UK  will  be  holding  an  "open) 
house",  during  which  non- ; 
attenders  will  be  encouraged  to  go . 
along  and  ask  questions, 
participate  in  quizes,  and  sample 
sugar-free  recipes  — -  without  , 
having  to  have  a  check-up. 

Visitors  will  be  told  that! 
dentists  care  about  how  their! 
patients  feel  during  treatment  and 
whether  they  have  been  given  all 
the  information  necessary  to  help 
them  relax  and  feel  comfortable 
about  the  procedures  being 
undertaken.  Dentists  also  aim  to 
keep  patients  informed  about  new 
treatments  and  techniques,; 
including  what  they  cost.) 
Research  indicates  that  cost,  notl 
the  fear  of  drilling,  is  the  most' 
common  worry  that  people  have 
about  going  to  the  dentist,  say  thei 
BDHF. 

Details  on  National  Smile 
Week's  "Open  House"  from  the 
BDHF  on  0788  546365. 


Cook  slams 
ad  spend 

The  Department  of  Health  is 
planning  an  87  per  cent  increase  in 
its  advertising  budget  this  year,; 
according  to  Shadow  Health 
Secretary  Robin  Cook. 

In  1988-89  the  Department's 
PR  machine  spent  £10.4m  and  this 
year  it  hopes  to  spend  £19. 5m,  he 
alleged  on  Monday.  The  £lm| 
budget  set  aside  to  promote  the 
White  Paper  on  the  future  of  thei 
NHS  was  exceeded  by  £400,000 
and  this  "waste"  is  now  being 
investigated  by  the  House  ol 
Commons  Public  Accounts 
Committee,  said  Mr  Cook. 

Mr  Cook  has  marked  Mrs;; 
Thatcher '  s  ten  years  in  power  by 
producing  a  "health  alphabet"; 
which  provides  an  A-Z  guide  to 
her  record  on  healthcare.  "Mrs; 
Thatcher  cannot  forgive  the  NHS 
for  making  public  service  popular. 
The  rest  of  Britain  likes  the  NHS 
because  it  gives  security  to  thei* 
families.  Mrs  Thatcher  resents 
the  NHS  because  it  threatens  hei 
narrow  commercial  values, ' '  saic 
Mr  Cook. 
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Budgets  bad 
for  patients 

The  proposed  indicative  drug 
budgets  for  GPs  are  criticised  in 
last  week's  The  Lancet. 

The  price  of  drugs  and  the 
need  for  them  are  both  outside  the 
doctor's  control,  the  writer 
argues.  The  GP  can  control  the 
demand  only  by  failing  to 
recognise  it.  "In  effect  there  will  | 
be  a  disincentive  to  diagnose 
conditions  whose  treatment  will 
be  expensive,"  the  article  says. 

"Meanwhile,  GPs  who  have 
worked  especially  hard  to  identify 
and  treat  their  hypertensive  and 
asthmatic  patients  will  regret  their 
industry.  When  diagnosis  is 
unavoidable,  the  GP  who  is  over 
budget  will  have  an  incentive  to 
use  cheap  alternatives, 
sometimes  against  his  better 
clinical  judgment.  GPs  may  also 
need  to  rewrite  prescriptions  from 
hospitals  and  clinics,  to  the  dismay 
of  patients." 

In  contrast,  Alan  Maynard, 
director,  Centre  for  Health 
Economics,  York  University, 
believes  drug  budgets  for  GPs  are 
long  overdue.  Writing  in  The 
Health  Service  Journal  recently  he 
says,  "Of  course  such  budgets 
need  to  be  designed  to  be  flexible 
and  patient  friendly. 


GP  threats 

GPs  are  threatening  not  to  co- 
operate with  NHS  reforms  if  the 
Government  fails  to  modify  their 
new  contract  proposals. 

An  LMC  conference  last  week 
voted  against  resignation  but 
urged  their  negotiators  to  draw  up 
sanctions  GPs  could  use  if 
Kenneth  Clarke,  Secretary  for 
Health,  unilaterally  imposed 
changes  to  their  contracts. 

The  new  contract,  which  links 
pay  to  doctor's  ability  to  attract 
patients  and  reach  screening 
targets,  was  rejected  by  the 
conference  as  impractical. 

GPs  want  more  realistic 
targets  for  the  payment  of 
immunisation  and  cervical 
screening  fees  that  the  proposed 
90  per  cent  and  80  per  cent,  and  a 
lower  limit  on  the  number  of 
patients  required  for  receipt  of  the 
£6,000  basic  practice  allowance. 
According  to  Press  reports,  such 
concessions  have  been  offered  to 
doctors  in  Scotland. 
■  In  the  Commons  on  Tuesday 
Mr  Clarke  urged  separation  of  the 
negotiation  on  the  GPs'  new 
contract  from  wider  discussions 
on  the  Government's  plans  for 
reshaping  the  NHS.  With  goodwill 
on  both  sides  negotiations  — 
broken  off  by  the  BMA  —  could  be 
speedily  resolved. 


Pilfer  proof  packs 
soon  for  baby  foods 


Heinz  and  Cow  &  Gate  are 
introducing  safety  packaging  for 
their  babymeals  following  reports 
of  contamination,  now  being 
investigated  by  Scotland  Yard. 

Heinz  are  planning  to 
exchange  all  shelf  stocks  with 
packs  protected  by  a  heat-sealed 
plastic  sleeve,  coming  on  stream 
by  May  15.  As  C&D  went  to 
press,  the  company  was  working 
out  a  programme  involving  every 
retail  sector  and  was  hoping  to 
give  details  to  the  trade  by  the  end 
of  the  week. 

Heinz  are  not  withdrawing  any 
products  but  are  encouraging 
mothers  to  be  vigilant  when 
feeding  their  babies.  A  spokesman 
said  "considerable  costs"  were 
involved  and  sales  had  been 
affected,  although  no  exact  figures 
were  available  yet. 

Cow  &  Gate  are  planning  to 
introduce  new  tamper-evident 
packaging  for  their  babymeals 
within  the  next  six  weeks.  The 
packaging  will  link  the  jar  and  the 
cap,  and  will  clearly  indicate  that 
the  jar  has  not  been  opened.  When 
the  new  packs  become  available, 
Cow  &  Gate  will  give  full  details 
and  will  arrange  for  stocks  to  be 
replaced. 

Until  then,  they  will  continue 
to  supply  existing  products  and 
are  not  withdrawing  any  stocks, 
the  only  exception  being  stage 
two  lamb  dinner  coded  Q55GW 
which  was  recalled  in  March  when 
a  manufacturing  fault  was 
suspected. 

They  are  asking  retailers  to 
take  the  following  action:  Check 
babymeal  stock  as  it  is  placed  onto 
the  shelf  to  ensure  that  the  safety 
button  on  the  lid  is  . down;  if  it 
moves  up  and  down  when 
pressed,  it  should  not  be  used. 
Carry  out  a  daily  shelf  check  and  a 
final  check  when  the  product  is 


purchased.  Encourage  customers 
to  check  that  when  they  open  the 
jar  they  listen  for  the  "pop"  which 
shows  the  jar  is  properly  vacuum- 
sealed  and  safe  to  use. 

The  company  is  issuing 
notices  for  retailers  to  display, 
emphasising  to  mothers  the 
importance  of  checking  the  safety 
button.  Retailers  or  parents 
needing  further  assistance  are 
invited  to  contact  Cow  &  Gate's 
consumer  assurance  manager  on 
0225  768381. 

The  company  believes  the 
contamination  occurred  outside 
their  operations.  Investigations 
have  shown  that  the  glass  found  in 
their  babymeals  cannot  be 
attributed  to  the  production 
process. 

By  Tuesday  there  had  been 
350  alleged  contaminations  of 
Heinz  and  Cow  &  Gate 
babymeals. 

Milupa,  whose  products  had 
not  been  affected,  told  C&D  that 
their  customers  have  been 
ordering  more  stocks  but  it  was 
too  early  to  determine  if  their 
sales  had  increased  as  a  result  of 
adverse  publicity  surrounding 
competitors'  products. 

Last  weekend,  Boots 
withdrew  all  Heinz  tins  and  jars 
and  Cow  &  Gate  jars,  but  after 
examining  the  tins  decided  to  put 
them  back  on  sale.  Boots  own 
label  babyfoods  have  not  been 
affected. 

Scotland  Yard  are  suggesting 
that  baby  foods  are  sold  only  from 
behind  the  counter,  but  are 
leaving  it  to  retailers  to  decide 
whether  to  do  so.  The 
Department  of  Health  is  advising 
parents  to  look  at  packs  to  ensure 
they  have  not  been  tampered 
with,  and  to  tip  the  contents  out, 
examine  and  smell  them  before 
giving    them    to    a  baby. 


No  dependence  warning  for 
benzidines 


There  are  no  plans  for  a  warning 
about  benzodiazepine  dependence 
to  be  placed  on  dispensed  bottles, 
Health  Minister  David  Mellor  told 
MPs  last  week. 

On  the  same  subject,  Roger 
Freeman  told  MPs  that  grants  to 
assist  benzodiazepine  dependents 
under  the  Central  Drugs  Initiative 
totalled  £74,203  in  1987/88. 
Under  the  Initiative,  grants 
totalling  £4,038,962  were  made  to 
97  other  projects,  some  of  which 
provided     a     service  for 


benzodiazepine  dependents.  An 
additional  £6m  was  provided  for 
the  development  of  services  for 
those  experiencing  problems  with 
illicit  or  prescribed  drugs,  Mr 
Freeman  added. 

In  1987  benzodiozepine 
prescriptions  dispensed  by 
community  pharmacists  cost  the 
NHS  £30. 2m.  He  said  that  space 
on  labels  was  limited,  and  leaflets 
offered  greater  scope  for 
developing  communication  to 
patients  about  medicines. 


Precipitating 
diabetes 

A  Swedish  study  appears  to 
confirm  suspicions  that 
antihypertensives  may  precipitate 
diabetes  in  susceptible  patients. 

The  controlled  trial  monitored 
metabolic  changes  over  a  nine 
year  period  in  73  hypertensive 
men  treated  with  beta  blockers, 
thiazides  and  hydralazine  or 
combinations  of  these.  The 
researchers  from  Uppsala 
University  found  that  12  treated 
hypertensives  developed 
diabetes,  compared  with  two  out 
of  65  controls. 

Hypertensive  men  who 
developed  diabetes,  showed  signs 
of  disturbed  glucose  metabolism 
such  as  a  high  fasting  serum  insulin 
concentration,  many  years  before 
actual  onset.  Several  of  these 
signs  indicated  increased 
insensitivity  to  insulin,  report  the 
researchers  in  last  week's  British 
Medical  Journal.  Hypertensives 
who  did  not  develop  diabetes 
showed  different  movements  in 
insulin  sensitivity  implying  that  the 
changes  were  the  effects  of  long 
term  treatment. 


PSNC  to  meet 
GMSC  on 
Clothier 

compensation 

Pharmacy  and  GP 
representatives  are  to  meet  on 
June  8  to  discuss  the 
compensation  arrangements 
under  the  Clothier  agreement. 

The  meeting  follows  an 
approach  from  the  Pharmaceutical 
Services  Negotiating  Committee 
{C&D  April  22  p667),  which  is 
dissatisfied  with  certain  aspects  of 
the  scheme.  For  example,  if  a 
decision  on  rurality  made  by  a 
dispensing  subcommittee  is 
referred  to  the  Rural  Dispensing 
Committee  on  appeal,  the 
disenfranchised  party  becomes 
automatically  eligible  for 
compensation. 

Some  pharmacists  also  feel  it  is 
wrong  that  dispensing  doctors 
who  go  to  extreme  lengths  to 
block  the  opening  of  a  pharmacy 
approved  by  the  RDC  should  then 
benefit  from  a  pharmacy-funded 
compensation  fund. 

PSNC  secretary  Steve  Axon 
said  the  discussions  would  be 
confidential  and  the  principles  of 
Clothier  would  not  be  on  the 
agenda. 
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JANSSEN 


PHARMACEUTICAL  LIMITED 


Grove,  Wantage,  Oxon  0X12  ODQ. Telephone  (0235)  772966  Telex  837301  JAN  UK  G  Fax  (0235)772121 

IMPORTANT  PRODUCT  INFORMATION 

NEW  PRODUCTS 


1.  PREPULSID*  (cisapride)  —  Pack  IQmgx  112 

Gastrointestinal  prokinetic  drug.  Initially  to  be  promoted  in  hospitals  but  patients  may  be  referred 

to  their  GPs  for  continuation  of  therapy. 

Labelling:  BNF  No.  22:  half  to  one  hour  before  food. 

2 .  SPORANOX*  (itraconazole)  -  Pack  lOOmg  x  4 

Dispensing:  For  the  treatment  of  vaginal  candidosis,  recommended  therapy  is  1  original  pack  ie  4 
capsules. 

Labelling:  BNF  No.  21:  With  or  after  food. 

BNF  No.  25:  Swallow  whole.  Do  not  chew. 

Further  information  on  PREPULSID*  or  SPORANOX*  is  available  from  our 
Medical  Information  Department. 


NEW  PRICES 

3.  MOTILIUM*  (domperidone) 

The  basic  price  of  30  MOTILIUM*  tablets  from  your  full-line  wholesaler  is  now £2.45  excluding 
their  additional  discounts. 

4.  DAKTACQRT*  (miconazole  and  hydrocortisone)  CREAM 

The  basic  price  of  DAKTACORT*  Cream  30g  from  your  full-line  wholesaler  is  now  £2.40 
excluding  their  additional  discounts. 


Please  CHECK  the  price  of  supply  offered  by  any  other  supplier  on  MOTILIUM*  and 
DAKTACORT*  before  you  next  order. 

The  relevant  order  codes  for  these  products  are  as  follows: 


LINK 

PIP 

PROSPER 

TRADE 
PRICE 

SPORANOX*  4  caps 

SPO  84U 

233-122 

166-611 

£5.71 

PREPULSID*  112  tabs 

PRE  622N 

020-420 

166-603 

£36.00 

MOTILIUM*  30  tabs 

MOT23F 

210-815 

217-208 

£2.45 

DAKTACORT*  Cream  30g 

DAK  9G 

110-460 

171-702 

£2.40 

TRADE  MARK 


Registered  in  England  No.  1027904.  Registered  Office:  Grove,  Wantage.  Oxon  OX12  ODQ 


ERN  IRELAND 


NOTEBOOK 

Supervision: 
a  sensible 
approach 

For  those  who  keep  abreast  of 
political  developments  in 
pharmacy,  Northern  Ireland  must 
seem  a  tranquil  backwater  at 
present  compared  to  the  stormy 
waters  in  the  rest  of  the  UK .  One 
of  the  main  talking  points  —  the 
question  of  supervision  of 
dispensing  —  has  been  dealt  with 
much  more  sensibly  by  the 
Council  of  the  Pharmaceutical 
Society  of  Northern  Ireland  than 
their  counterparts  in  London. 

In  reply  to  the  Nuffield  Inquiry, 
PSNI  agreed,  with  only  minor 
reservations,  to  all  its 
recommendations,  including  the 
proposal  that  the  mechanics  of 
dispensing  could  be  done  by 
suitably  trained  technical  staff. 

It  was  the  opinion  of  Council, 
however,  that  this  could  be  done 
within  the  existing  legal 
framework,  which  has  never  been 
tested  in  court,  as  long  as  the 
pharmacist  made  a  final  check  on 
a  prescription  before  it  was 
handed  to  the  patient.  It  believes 
this  will  ensure  the  safety  of  the 
patient,  and  also  guard  against 
criticism  of  the  profession  by 
consumer  organisations  keen  to 
exploit  anecdotal  reports  of  any 
abuse  of  any  relaxation. 


'Final  check  already  in 
place' 

Because  the  average  size  of 
pharmacies  in  the  Province  is 
smaller  than  their  mainland 
counterparts,  the  final  check 
requirement  is  easier  to  handle 
and  is  already  in  place  due  to 
patient  pressure  rather  than 
Nuffield.  Few  pharmacists  remain 
in  their  dispensaries  —  those  who 
do,  do  so  to  their  detriment  —  as 
patients  apparently  want  and 
expect  advice. 

The  PSNI  has  always  prided 
itself  in  allowing  the  pharmacist 
the  freedom  to  make  professional 
decisions.  And  our  inspectors, 
attached  to  the  DHSS  rather  than 
the  Society  as  in  Great  Britain, 
also  hold  this  opinion.  The  reason 
for  the  link  with  the  DHSS  is  both 
historical  and  sensible.  With  a 
small  number  of  pharmacies, 
approximately  500,  it  was  felt  that 
the  DHSS  could  do  the  job  with 
greater  impartiality.  It  is  because 
of  this  attitude  and  approach  that 
we  do  not  have  the  antagonism 
between  inspector  and  pharmacist 
that  has  been  evident  recently  on 
the  mainland. 

From  a  practising  Northern 
Ireland  community  pharmacist 


TOPICAL  REFLECT® 

1^ 


A  freeze  on 
freeze 
sprays? 


I  would  like  to  refer  to  a 
letter  in  the  PJ  last  week, 
p491.  A  simple,  devastating 
letter  from  Mr  P.W. 
Wadham  of  Dorset  which 
should  be  compulsory 
reading  for  anyone  with 
even  the  remotest  concern 
for  the  environment. 

He  draws  attention  to 
the  fact  that  PR  Spray  is 
about  to  be  promoted  to  the 
tune  of  a  £lm  national 
equivalent  in  an  advertising 
campaign,  and  that  the  product  is  nothing 
other  than  200g  of  pure  CFCs.  A  letter 
from  Mr  Burgess  of  Surrey  goes  further 
and  points  out  that  Mentholatum  and 
Beecham  also  market  similar  products  in 
their  freeze  sprays.  Most  telling  of  all  are 
the  company  disclosed  figures  of 
comparative  sales. 

In  1986  sales  of '  'less  than  1 .2  million 
units  were  attributed  to  freeze  sprays" . 
It  seems  reasonable  to  assume  that  with 
on-going  advertising  this  must  now  be 
approaching  1.5  million  units.  So  1.5 
million  multiplied  by  200gm  per  cannister 
gives  30  million  grammes,  or 
approximately  300  tonnes  of  CFCs 
annually.  So,  we  have  three 
manufacturers  aiming  to  see  300  tonnes  of 
CFCs  liberated  into  the  atmosphere  this 
year  in  the  UK.  The  excuse  that  the 
Montreal  convention  excludes  CFCs  used 
in  medicines  is  being  used  to  justify  this. 
I  do  not  believe  the  transient  evaporative 
cooling  of  tissue  constitutes  an  essential 
leap  forward  in  the  treatment  of  minor 
muscle  pains  and  sprains  —  why  not  use 
an  analgesic  or  a  cold  compress? 

Today  I  withdrew  the  products  from 
my  shelves,  explaining  the  reasons  to 
customers  who  were  surprised,  shocked, 
and  grateful.  Bearing  in  mind  that  CFCs  in 
aerosols  were  banned  in  the  USA  11  years 
ago,  the  withdrawal  from  toiletries,  now 
hailed  as  "responsible"  by  manufacturers 
who  carried  on  using  them  until  damage  to 


the  ozone  layer  became  a 
major  cause  of  international 
alarm,  is  belated.  If  the 
makers  simply  withdrew 
their  freeze  sprays  now 
their  loss  of  profits  would  be 
relatively  small. 

With  freeze  sprays, 
unilateral  action  by 
individual  pharmacies  may 
not  be  enough  because  they 
will  continue  to  be  available 
from  supermarkets  and 
grocers. 

Supervising 
Council  vote 

What  about  this  business  of 
supervision?  As  you  know, 
I'm  not  even  arguing  about  supervision,  as 
such,  since  I  believe  every  one  of  us 
already  exerts  proper  control  over  the 
dispensing  processes.  The  fundamental 
change  which  our  Council  is  trying  to  force 
lies  in  the  creation  of  a  new  class  of 
"qualified"  dispensers,  who,  if  Council 
has  its  way,  will  be  authorised  under  new 
legislation  to  dispense  medicines  (which  is 
OK),  and  to  hand  them  over  to  the  patient 
in  our  absence,  without  our  having  seen 
the  end  product.  This  is  not  OK,  and 
never  will  be. 

The  danger  from  this  is  immense.  I 
shall  not  bore  you  by  going  into  it  yet 
again.  I  am  troubled.  I  cannot  see  how 
Council,  having  been  forced  under  our 
constitution  to  hold  a  special  general 
meeting  at  which  a  vote  of  no  confidence 
was  passed,  can  consider  it  still  has  a 
mandate.  If  it  decides  at  its  next  meeting 
to  bow  to  the  opinion  of  members,  that  no 
change  in  supervision  regulations  is 
required,  then  since  the  vote  concerned 
that  matter,  Council's  composition  could 
be  left  undisturbed  in  the  forthcoming 
elections.  But  in  the  absence  of  an 
immediate  response,  there  is  no  way 
retiring  members,  however  worthy  their 
past  service,  can  expect  to  be  voted  in 
again. 

Pharmacists  must  vote  this  time.  John 
Parry,  of  Hawkurst  gave  us  the  list  in  last 
week's  C&D  (p740)  Use  it,  dear 
colleagues,  and  make  your  voices  heard! 


CHEMIST  &  DRUGGIST  6  MAY 


1989 


755 


All  slow-release 
aminophyllines  /  theophyllines 
are  not  the  same. 

"It  is  therefore  essential  that  patients  taking  a  sustained-release, 
oral  theophylline  preparation  who  have  been  stabilized  on 
a  particular  brand  continue  to  receive  the  same  product." 

Advice  from  the  Council  of  the  Royal  Pharmaceutical 
Society,  The  Pharmaceutical  Journal,  July  1 1,  1987 

Don't  risk  patient  control. 


When  the  prescription  says: 

Check  with  the  doctor;  does  he  mean: 

Phyllocontiri 

CONTINUS®  Tablets  aminophyUine  hydrate  BP. 


Prescribing  Information: 

Uses:  Treatment  and  prophylaxis  of  bronchospasm 
associated  with  asthma,  emphysema  and  chronic  bronchitis, 
also  cardiac  asthma  and  left  ventriculai  Of  congestive  cardiac 
failure  Dosage  and  Administration:  Adults  2  tablets  twice 
a  day,  taken  morning  and  evening  following  an  initial  week 
of  therapy  on  1  tablet  twice  daily  Each  tablet  contains 
aminophyUine  225mg  Since  patients  vary  in  their  response 
to  xanthines,  the  dosage  must  be  titrated  individually,  and 
if  maximum  response  is  not  achieved,  the  theophyllin  plasma 
levels  should  be  measured  Transferability:  If  is  no'i  possible 
to  ensure  bioequi  valence  between  different  sustained  release 
Theophylline  products.  Therefore  it  should  be  emphasised 
that  patients,  once  titrated  to  an  effective  dose,  ■■  hould  not 


be  changed  from  PHYLLOCONTIN  CONTINUS  tablet 
preparations  to  other  slow  or  sustained  release  xanthine 
preparations  without  relitration  and  clinical  assessment 
Warnings:  The  following  agents  increase  clearance 
phenytoin,  carbamazepine,  nfampicin,  sulphmpyrazone, 
barbiturates,  smoking  and  alcohol  consumption  The 
following  agents  decrease  clearance  allopurinol,  cimetidine, 
erylhromycin,  thiabendazole,  isoprenaline,  oral 
contraceptives,  viral  infections,  liver  disease  and  heart  failure 
Influenza  vaccine  may  potentiate  theophylline  A  reduction 
of  dosage  may  also  be  necessary  in  the  elderly  The  following 
should  be  used  with  caution  halothane.  lomustine  and 
lithium  Although  theophylline  crosses  the  placenal  barrier, 
it  has  been  used  during  pregnancy  without  attributable 


adverse  effects  Side  effects:  The  risk  of  side  effects  usually 
associated  with  aminophyUine  and  xanthine  derivatives  such 
as  nausea,  gastric  irritaiion,  headache,  palpitations  and  CNS 
stimulation  is  reduced  Basic  NHS  Cost  23.5p  per  day  (ex 
1000  pack.  2  bd  )  PL0337/0026 

This  product  is  protected  by  British  Patent  No  1405088 

®  PHYLLOCONTIN  and  CONTINUS  are  registered  trade 
marks 

©  CONTINUS  CLASSIC  and  the  C  device  are  Irade  marks 
:  Napp  Laboratories  1989  Napp  Laboratories, 
The  Science  Park.  Cambridge,  CB4  4GW 
Member  of  the  Napp  Pharmaceutical  Group 
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To  be  a  final 
checker,  or 
not? 

The  words  of  Nuffield  were  read 
by  us  all  to  see  what  the  future 
held  for  us.  However,  there 
appeared  to  me  to  be  a  serious 
contradiction  within  its  arguments 
and  statements. 

Nuffield  wanted  the  law  of 
supervision,  both  within  the 
dispensary  and  for  sales  of 
medicines  over  the  counter, 
relaxed  in  favour  of  professional 
ethical  control.  And,  at  the  same 
time,  it  wanted  professional 
ethical  control  of  premises  to  be 
replaced  by  statutory  law.  It 
appeared  to  say  that  it  wanted  to 
trust  the  profession  with  one  hand 
but  not  with  the  other!  This, 
together  with  the  impossible 
charge  to  the  Royal 
Pharmaceutical  Society,  meant 
that  failure  was  inevitable  from 
day  one. 

Why  impossible  and 
inevitable?  The  simple  statement 
within  the  NHS  regulations, 
"...under  the  direct  supervision 
of..."  is  open  to  interpretation. 
Incidentally,  no  court  has  made 
any  attempt  to  interpret  this  since 
the  inauguration  of  the  NHS. 
However,  the  Society  was 
charged  with  the  task  of  doing  so, 
and  to  comply,  a  code  of  conduct 
and  necessary  "model" 
procedures  had  to  be  drawn  up. 

The  problem  is  this.  We  all 
know  what  "ethical"  behaviour 
is.  However,  it  is  easier  to  write 
down  what  unethical  behaviour  is! 
Unfortunately,  the  Statutory 
Committee,  and  the  Ethical 
Committee  do  it  all  the  time,  and 
we  have  the  unsavoury  privilege 
of  seeing  their  decisions  from  time 
to  time.  The  crunch  is  that  to  be 
fully  professional  we  have  to  write 
down  the  perfect  solution. 
Nothing  less  is  good  enough. 

The  Council  has  tried  to  tell  us 
that  it  knows  what  its  "words" 
mean.  I  acknowledge  that  I  know 
what  its  interpretations  are!  They 
are  very  laudable.  That  does  not 
alter  the  fact  that  the  words  not 
only  have  to  say  what  they  mean, 
but  also  mean  what  they  say. 
There  can  be  no  hidden  or  implied 
meaning,  however  laudable.  So 
"final  checking"  must  be  the 
words  used  to  give  the  protection 
that  would  be  expected  by  the 
public,  and  to  give  ourselves 
professional  credibility. 

The  Council,  however,  in  its 
wisdom,  would  not  listen  to  all 
those  members  who  were  trying 
to  put  the  point  across  since  1986. 
Unfortunately,  there  are  other 
factors  which  also  lead  to  the 
charge  of  "no  confidence".  Grass 
roots  pharmacists  had  their  ears 


to  the  ground  while  it  appeared 
the  Council  was  only  listening  to 
itself.  I  wonder  whether  it  asked 
the  Statutory  Committee  and 
Ethics  Committee  for  advice.  It 
appears  not. 

As  far  as  I  am  concerned  the 
motion  of "  no  confidence ' '  passed 
at  a  duly  constituted  SGM  means 
what  it  says.  Council  members 
have  no  choice.  We  can  always 
vote  them  in  again  next  week! 

The  statutory  law,  as  written 
in  regulation,  is  simple,  well 
understood,  and  has  never  been 
breached  in  over  40  years.  A 
proud  achievement.  It  offers  full 
professional  protection  to  the 
public  that  we  are  proud  to  serve. 
As  Adelai  Stevenson  said:  "We 
can  chart  our  future  clearly  and 
wisely  only  when  we  know  the 
path  which  has  led  to  the 
present." 


Michael  A.  Reynolds 

Highcliffe,  Dorset 


Memories? 

I  was  pleased  to  see  the 
photograph  of  my  great- 
grandfather's business  premises 
illustrating  Peter  Worling's 
historical  article  in  C&D  (April  22, 


It  may  interest  readers  to 
know  that  T.  &  H.  Smith  were 
one  of  three  Edinburgh  firms  (with 
Duncan  Flockhart  and 
Macfarlanes)  to  exhibit  at  the 
Great  Exhibition  at  the  Crystal 
Palace  in  1851.  Its  exhibits 
included  aloin,  which  Thomas 
Smith  had  first  isolated  and 
identified  in  the  previous  year,  and 
cantharadin.  The  latter  is 
described  in  the  official  catalogue 
as  being  "400  times  as  potent  as 
powdered  Spanish  Flies"! 
According  to  the  catalogue, 
Duncan  Flockhart  was  exhibiting 
the  "new  anaesthetic 
compound",  chloroform. 


George  feeling  Smith 

Office  of  Health  Economics 


Contraception 
and  AIDS 

I  refer  to  the  letter  by  Peter  A. 
Yeates,  general  manager  of  Mates 
Healthcare  Ltd  (April  22).  Mr 
Yeates  is  incorrect  in  suggesting 
that  the  condom  is  the  only 
method  of  contraception  offering 
protection  against  AIDS  arid  other 
STDs. 

The  Today  contraceptive 
sponge,  which  contains  lg  of 
nonoxynol-9  as  a  spermicide,  also 


helps  to  protect  against  STDs. 
Controlled  studies  1,2  have 
shown  major  reductions  in  the 
incidence  of  gonorrhoea, 
chlamydia  and  trichomonas  among 
Today  sponge  users  when 
compared  with  non-users. 
Another  study  has  demonstrated 
that  Today  sponge  elutes  inactive 
high  titres  of  HIV-1  virus  in  vitro 
at  concentrations  far  below  those 
attained  in  vaginal  fluid. 

Thus,  like  the  condom,  the 
Today  sponge  can  be  considered 
as  more  than  just  a  contraceptive 
device.  It  can  be  used  as  an 
adjunct  to  other  forms  of 
contraception  to  provide 
additional  protection  in  women 
who  may  be  exposed  to  STD's. 


H.  Vosper 

Manager,  retail  marketing 
Wyeth  Laboratories 


1.  Rosenberg,  M.J.  et  al.  JAMA  1987;  257; 
ZW  SMI 

2.  Wyeth-Ayerst  International.  Data  on  file 

3.  Polsky,  B  et  al.  Lancet;  1988;  I:  1456. 


Unwelcoming 

few 

In  my  capacity  as  director  of  The 
Proprietary  Articles  Trade 
Association,  I  believe  it  is  my  duty 
to  visit  as  many  community 
pharmacists  as  possible  to  discuss 
resale  price  maintenance,  the 
work  of  the  Association  and  the 
services  we  offer. 

While  I  am  warmly  welcomed 
by  most,  there  are  the  few  who  do 
not  wish  to  see  or  speak  to  me  for 
one  reason  or  another.  This  I  fail 
to  understand.  If  I  am  given  a' 
hearing  by  the  pharmacist  but  our 
cause  proves  to  be  of  no  interest 
I  must  accept  the  situation,  but  to 
get  a  message  via  an  assistant  that 
I  am  virtually  unwelcome  is  hard 
to  swallow. 

Do  these  unhappy  few  not 
realise  that  the  PATA  exists  to 
help  protect  their  profession  and 
only  by  personal  contact  with 
them  can  we  hope  to  keep  pace 
with  developments. 


G.  Harraway 

Director,  PATA 


'HAFHUNi   HAIR  SPRAT  NORMAL 

/HARMON  1  HAIR  SPRAY  NOfVllAL 

/MAF'MGN  i  HA  If    SPRAY  NURMAL 
(0  ) 

«****«**« 

x*,  lo.. 

Hair  raising  —  or  just  preparing 
the  shopping  list? 
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NTERPOINTS 


Jacket's  bed 
time  bottles 

Jackel  International  Ltd  have 
added  to  their  range  of  hot  water 
bottles  with  five  new  cover 
designs,  all  at  £9.99. 

Postman  Pat  and  his  black  and 
white  cat,  are  featured  on  a 
rectangular  bottle  cover.  The 
television  characters  are  sitting 
inside  Pat's  bright  red  van. 
Bedtime  Bear  —  a  sleepy-eyed 
bear  wears  a  striped  bobble  night 
cap  and  night  shirt  with  a  badge, 
and  Chicken  has  a  pair  of  big 
orange  feet  and  yellow  ribbon 
bow. 

The  range  is  completed  by 
Tommee  Tippee  Pandas  —  a  girl 
panda  in  pastel-pink  smock  or  a 
boy  panda  in  a  red  T-shirt  and  blue 
dungarees.  The  pandas  are  also 
available  in  a  small  cot  size  at 
£8.99. 

Last  year's  best-seller, 
Rupert  the  Bear,  is  being 
produced  again.  And  there  is  one 
further  children's  bottle  and  cover 
in  the  range,  a  Ladybird  designed 
for  a  cot  priced  at  £4.99.  Jackel 
International  Ltd.  Tel:  091  250 
1864. 


A&H  double 

Becodisk 

Allen  &  Hanbury  have  launched  a 
double  strength  Becodisk,  with 
400mcg  of  beclomethasone 
dipropionate  in  each  blister. 

The  new  presentation  gives  a 
simpler  dose  of  one  blister  twice 
daily.  Two  packs  are  available:  7 
by  8  dark  brown  blisters  + 
diskhaler  (£20.90)  and  a  refill  pack 
(£20.33).  A  trial  of  365  patients 
showed  that  Becodisks  400mcg 
twice  daily  was  more  effective  at 
reducing  asthma  symptoms  than  a 
Becotide  100  metered  dose 
inhaler,  also  twice  daily.  At  the 
end  of  the  study,  29.6  per  cent  of 
patients  could  not  use  then-  inhaler 
properly,  compared  with  4  per 
cent  with  the  diskhaler.. 

Product  licence  number  is 
0045/0142.  Allen  &  Hanbury  Ltd. 
Tel:  01-422  4225. 


Braun  introduce 
two  hairdryers 


Braun  are  introducing  two  new 
professional  hairdryers  later  in  the 
year. 

The  Braun  "control  12" 
Professional  hairdryer  PVF 1600 
is  said  to  have:  1600  watts  of 
drying  power;  separate  heat  and 
airflow  controls  giving  12  possible 
combinations  for  individual  styling 
and  drying  control;  silencio 
technology,  "for  pleasant,  quiet 
operation" ;  a  removeable  air  filter 
with  two  spare  filters  included, 
and  anti-skid  rests  and  loop  for 
convenient  handling. 

The  PVF  1600  comes, with  a 
fitted  plug,  will  be  available  from 
the  end  of  July  and  is  expected  to 
be  in  the  shops  at  the  beginning  of 
September.  It  costs  £19.95. 

The  Braun  Studio  professional 
hairdryer  PF  1600  replaces  the 
professional  1500  and  has  1600 
watts  of  power,  and  four  settings 
including  the  cool  stage.  It  also 
features  Silencio  technology,  and 
anti-skid  rests  and  hanging  loops, 


and  a  removeable  air  filter  can  be 
cleaned  to  preserve  optimum 
performance,  with  two  spare 
filters  included.  The  PF  1600  will 
be  available  in  June  and  will  be  in 
the  shops  in  early  July.  It  costs 
£17.95. 

In  May,  Braun  are  repeating 
the  20  second  commercial  for 
Independent  gas  curlers  featuring 
the  copyline  "all  the  style,  all  the 
freedom,  all  the  time".  The 
campaign  is  worth  £lm,  and  will 
be  screened  from  May  15  to  June 
26.  During  this  period,  Braun 
estimate  that  the  20  second 
commercial  and  the  10  second  cut 
down  version  will  be  seen  by  an 
average  of  74  per  cent  of  women 
aged  between  16  and  34,  4.1 
times. 

The  television  campaign  will 
be  boosted  in  the  London  area 
with  a  brand  new  commercial  on 
Capital  Radio  running  at  the  same 
time.  Braun  Electric  UK  Ltd.  Tel: 
0932785611. 


PRESCRIPTION  SPECIALITIES 


Incare  leg 
bags 

Incare  Medical  Products  have 
launched  a  new  leg  bag  to 
complement  their  range  of 
sheaths. 

The  bag,  which  is  available  on 
the  Drug  Tariff  (10  £19.99), 
incorporates  expandable  side 
pleats  which  enable  540ml  of  urine 
to  be  contained  in  a  shorter  than 
normal  bag  which,  the  company 
says,  remains  virtually 
inconspicuous  beneath  a  trouser 
leg. 

The  bag  uses  a  soft,  "rustle- 
free"  covering  and  the  new 
positive  action  outlet  tap  has  an 
easy  strike-open  action  to  help 
patients  with  impaired  dexterity. 
The  wide  non-slip  leg  straps  have 
latex  ribbing  on  the  skin-side  to 
ensure  the  bag  is  held  securely, 
even  when  full. 


Information  and  samples  can 
be  obtained  by  contacting  0800 
521377.  Incare  Medical  Products. 
Tel:  0734  597211. 


Uriplan 
changes 

Bard  have  announced  packaging 
and  labelling  changes  to  their 
Uriplan  range  of  catheters, 
effective  from  June  1. 

Nelaton  catheters  will  be 
supplied  in  five  unit  instead  of 
single  unit  packs.  Code  numbers 
affected  are:  DT0159C,  DT5030; 
DT5031  and  DT5032.  Bard  say 
prescriptions  for  single  units  will 
be  reimbursed  until  September  1 . 
Plastic  Nelaton  catheters  will  be 
packed  in  cartons  instead  of 
cylindrical  tubes. 

From  June,  all  Drug  Tariff 
Foley    catheters     will  be 


It's  News! 

Schwarzkopf  are  relaunching  their 
News  range  of  products  and 
adding  two  new  line  extensions  to 
the  range. 

New  Super,  strong  fixing 
spritz  (125ml,  £1.95)  comes  in  a 
pump  spray  and  can  be  used  on 
damp  and  dry  hair  to  give 
"directional  hold  and  superb 
control",  say  Schwarzkopf.  New 
hair  wax  comes  in  a  pot  and  is  said 
to  give  the  hair  body  and  shine  and 
to  wash  out  easily. 

All  other  products  have  been 
reformulated  and  repackaged  in 
black  and  white.  The  new  look  will 
appeal  to  both  male  and  female 
users,  say  Schwarzkopf,  and  they 
have  been  colour-coded  according 
to  hair  type.  The  products  have 
not  been  tested  on  animals  and 
both  aerosols  are  CFC  free. 

The  new  range  will  be 
available  from  mid-May  in 
selected  chemists,  larger  Boots 
branches  and  department  stores. 
It  will  be  supported  by  a  national 
Adshel  poster  campaign  beginning 
in  July  and  in  store  activity  will 
include  showcards,  leaflets, 
counter  merchandisers  and  shelf 
reservers.  Schwarzkopf  Ltd.  Tel: 
029688101. 


manufactured  to  the  specifications 
of  BS1695:  Part  1 : 1986  and  some 
designated  balloon  capacities  will 
change.  Bard  say  that  the  balloon 
size  has  not  changed;  the  volume 
refers  to  the  amount  of  sterile 
water  needed  to  inflate  the  balloon 
properly  instead  of  just  filling  it. 

Catheters  affected  are 
paediatric  length,  previously 
designated  as  "3ml"  (DT0165PV 
and  DT2263)  which  will  be 
marked  "5ml",  and  all  "5ml" 
catheters  which  will  now  be 
marked  "10ml"  (DT0169LV, 
DT1265LV,  DT1265AL, 
DT1658,  DT1657,  DT1637AL 
and  DT2269,  DT2265,  DT2268 
and  DT2264).  Bard  Ltd.  Tel: 
091-5343131. 

Endoxana  injections  are  now 
marketed  and  supplied  by 
Degussa  Pharmaceuticals. 
Boehringer  will  contain  continue 
to  distribute  Endoxana.  tablets. 
Degussa  Pharmaceuticals  Ltd. 
Tel:  0223  423434. 
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"One  call  to  Voicebank  and 

the  entire  salesforce 
know  what's  in  the  pipeline!' 


Christie  Slater  -  Technical  Services  Manager 
Newcastle  Breweries. 

With  500  miles  of  beer  pipes,  and 
20,000  laps  in  3,000  outlets,  it's  no 
wonder  oar  salesforce  are  always  in 
the  pub. 

Which  is  where  they  ought  to  be 
of  course. 

To  maintain  the  level  of  customer 
service  we  need  we  chose  the  ultimate 
c o m m u n i cat i o n  s ystem. 

Voicebank. 

With  just  a  single  call  we  can  con- 
tact one  person  or  broadcast  a  message 
to  our  entire  salesforce. 

For  Newcastle  Breweries.  Voicebank 
hus  proved  to  be  the  one  for  the  road. 

With  Voicebank  you  can  receive  up 
to  ten  messages  and  send  literally 
hundreds  at  the  same  time;  24  hours 
a  day. 

It's  a  cost  effective  and  efficient  way 
to  keep  in  touch  with  your  managers, 
your  staff  and  most  importantly  your 
customers  -  total  control  of  your  business. 

If  you  'd  like  to  find  out  more  about 
Voicebank  call  now  for  a  free  copy  of 
our  short  video.  Voicebank  High  Speed 
M  e  s  s  n  se  Ma  n  a  s  e  men  I. 


JIST  CALL  IIS     FREE  11%  0800  222  074. 


British 

TELECOM 

It's  you  we  answer  to 


COUNTERPOINTS 


Elida  Gibbs  with 
3  n6w  Dimension 


Richards  & 
Appleby  go 
mini 

Richards  &  Appleby  have 
launched  a  range  of  seven  mini 
sized  50ml  bottles  to  encourage  a 
"buy  and  try"  approach. 

The  new  mini  product  range 
includes:  mini  bath  and  shower 
gel,  rosemary  and  seaweed, 
50ml;  mini  foaming  bath  oil, 
rosemary  and  juniper,  50ml;  mini 
body  milk,  camomile  and  comfrey, 
50ml;  mini  shampoo,  mandarin 
and  mallow,  50ml;  mini  cleanser, 
watercress  and  thyme,  50ml;  mini 
toner,  periwinkle  and  birchleaf, 
50ml;  mini  moisturiser,  evening 
primrose  oil  and  meadowsweet, 
50ml. 

The  recommended  retail 
selling  price  is  £0.99  per  bottle, 
and  the  trial  size  will  be  backed  by 
point  of  sale  material.  Richards  & 
Appleby  Ltd.  Tel:  069520111. 


Biotherm's 
really  fit 

Biotherm  have  produced  a 
"fitness  for  life"  programme,  a 
personal  organiser  containing  a 
guide  to  body  fitness  which  will  be 
on  offer  with  two  Biotherm 
purchases  during  the  Summer. 

Compiled  in  association  with 
the  Thalasso-Aesthetique  Centre 
in  Deauville,  France,  the 
blue/white  striped,  cotton- 
covered  organiser  covers  diet, 
exercise,  stress,  bodycare  and 
cellulite.  Consultants  have  been 
trained  to  help  advise  customers 
on  using  and  adapting  the 
programme  to  help  achieve 
realistic  targets  within  one  month, 
says  the  company.  The  guide 
available  from  May  8  until  the  end 
of  September.  Biotherm  Ltd.  Tel: 
01-9375454. 


The  Deb  Group  are  offering  £1 
back  on  their  Push  Button  soap 
dispenser  with  a  £1  cash  back 
offer,  promoted  on  pack. 

Details  of  how  consumers  can 
claim  their  money  come  in  a 
presentation  box  (£5.95)  which 
holds  a  push  botton  soap 
dispenser  and  two  moisturising 
soap  refills.  Proofs  of  purchase 
must  be  shown  by  retaining  the 
cash-back  sticker  and  the  bar 
coding  on  the  box  and  completing 
j  a  leaflet  inside  the  packaging.  Deb 
Lid.  Tel:  0773  822712. 


Elida  Gibbs  are  widening  their 
Dimension  range  into  three  new 
variants  backed  by  a  £5m  spend. 

They  are  discarding  the  old 
"enriched  care"  and  "normal" 
variants,  and  are  bringing  in  a 
normal/frequent  use  variant,  a  dry 
and  treated  variant  and  a  dandruff 
control  variant  with  a  new 
perfume. 

Gibbs  say  that  since  the 
product's  launch  in  1986  there  is 
evidence  of  some  confusion  about 
its  positioning.  They  say  that  the 
existing  variants  did  not  suit  all 
hair  types,  and  that  the  product 
and  packaging  failed  to  appeal  to 
men. 

The  variant  split  for  the  range 

Morning, 
Orlane! 

Orlane  have  introduced  a  B21 
ultra  light  day  cream  to  their 
skincare  range. 

Ultra  light  day  cream  (£26, 
50ml)  is  said  to  be  a  daytime 
treatment  that  combines  "light 
texture  with  the  efficacy  of  a  rich 
protective  cream."  Formulated 
with  a  multi-phase  emulsion,  ultra 
light  day  cream  is  said  to  be  the 
result  of  extensive  research. 

It  contains  a  B21  bio  energic 
complex,  which  is  said  to  help  the 
skin  to  improve  its  firmness. 

Ultra  Light  day  cream  also 
contains  sun  filters  to  protect 
against  UVA  and  UVB  rays  as 
well  as  tocopherol  to  help  to 
protect  against  free  radicals, 
say  Orlane.  Orlane.  Tel:  0252 
72409. 


is  expected  to  be  40  per  cent  for 
dry  and  treated  hair,  30  per  cent 
for  normal  hair,  and  30  per  cent  for 
dandruff  control. 

Dimension  is  being 
repackaged  in  new  flip-top  bottles 
with  modern  graphics  which  are 
designed  to  appeal  to  both  women 
and  men,  say  Gibbs. 

Support  for  the  relaunch  will 
begin  in  June,  and  will  include  a 
£3. 5m  television  advertising 
campaign  and  a  £500,000  Press 
campaign.  In  addition  there  will  be 
a  £lm  sampling  campaign,  with 
4m  sachets  being  dropped  door  to 
door,  and  1.25m  double  sachet 
cover  mounts.  Elida  Gibbs.  Tel: 
01-4861200. 

Gillette's 
Silkience — 
so  select 

Gillette  UK  are  supporting  their 
Silkience  haircare  brand  with  a 
extensive  television  and  Press 
campaign. 

The  television  campaign  will 
be  national,  and  will  break  in  June, 
and  the  Press  campaign  will  begin 
in  June  and  will  feature  in  a  range 
of  women's  titles  including 
Cosmopolitan,  Good 
Housekeeping,  Womans  Own, 
Company,  Elle,  Marie  Claire, 
New  Woman,  Essentials  and  Hair 
and  Good  Looks. 

There  will  also  be  a  sampling 
and  covermounting  campaign  in 
the  womens'  Press,  although  the 
details  have  not  yet  been  finalised. 
Gillette  UK  Ltd.  Tel:  01-560 1234. 


Creightons' 
two  new 
ranges 

Creighton  Laboratories  have  I 
added  two  entirely  new  ranges  to 
the    Creightons  Naturally 
collection. 

The  five  shampoos  with  three 
conditioners  and  six  speciality 
soaps,  are  said  to  be  made  with  I 
the  highest  quality  natural 
ingredients  and  tested  without  j 
cruelty  to  animals. 

The  new  lightly  fragranced 
shampoos  are  made  using  natural 
oils  and  extracts  of  plants,  herbs 
and  nuts  such  as  orange  flower 
and  rosemary  and  almond, 
packaged  in  specially  embossed  • 
PVC  bottles. 

The  range  consists  of:  a 
treatment  shampoo  with  yarrow 
and   wild   nettle,   which  is 
medicated  and  said  to  be  effective 
in  the  treatment  of  dandruff;  a 
shampoo  for  dry  hair  containing 
camomile  and  wheatgerm;  a 
shampoo  for  oily  hair  containing 
lime  blossom  and  rosemary  to 
tone  the  scalp  and  counteract 
excessive  greasiness;  a  frequent  i 
use  shampoo  with  watercress  and  i 
oil  of  almond;  and  for  normal  hair, 
a  shampoo  containing  orange  ; 
flower  and  birch. 

All  items  in  the  range  come  in 
250ml  size  bottles;  the  shampoo 
costs  £2.25,  and  the  conditioners  j 
costs  £2.50. 

The  six  soaps  in  the  new  range 
have  been  made  using  ingredients 
such  as  jojoba  and  goats'  milk. 

The  soaps  come  in  lOOg 
tablets  and  are  sold  as  singles 
boxed .  They  include :  aloe  vera ,  a 
natural  cleanser  which  is  said  to 
moisturise  and  soothe  the  skin, 
and  to  have  anti-inflammatory 
properties;    fragrance  free 
incorporating  Vitamin  E,  is  said  to 
keep  the  skin  soft  and  smooth,  and  j 
to  be  ideal  for  dry  or  wrinkled  skin ; 
jojoba,  which  is  said  to  be  a  good  i 
emollient  and  moisturiser,  which  : 
leaves  the  skin  soft  and  supple;  ! 
honey  which  is  said  to  be  excellent  i 
for  delicate  skin;  and  goats'  milk 
which  is  said  to  be  rich  in  minerals  }! 
and     protein.  Creightons 
Laboratories  Ltd.  Tel:  090  66 
5611. 


Teeth  relief 

Unichem  are  offering  a  May  deal 
on  Macleans  sensitive  which  they 
say  will  give  members  a  40  per 
cent  profit  on  return. 

They  say  that  four  sizes  of  the 
brand  are  on  offer,  including  a 
17ml  trial  size  in  a  Unichem 
dispenser.  Unichem  Ltd.  Tel: 
01-391 2323. 
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•  All  the  benefits  of  a  bidet. ..in  a 
box,  offering  extra  comfort,  added 
freshness  and  perfect  hygiene. 

•  Clinically  tested  and  alcohol 
free,  Freshtex  Moist  Toilet  Tissue  is  available 
in  an  easy-to-fix  wall  dispenser  with  50  sheets, 
specially  designed  for  the  I  K  market. 

•  Refills  available  in  50  sheet  sealed  packs. 

•  Moist  Toilet  Tissue  is  already  a  fast  growing 
market  in  Europe  and  is  forecast  to  grow  to 
.€40  million  plus  in  the  I'K  within  5  years. 

•  A  brand  new  profit  opportunity,  now 
available  to  chemists. 


'8*1  n 


TO  CHEMIST  TRADE  -  Order  now  from  your  wholesaler  or  call  our  chemist  salesforce 

COUNTERCALL  FREE  on  0800-282892. 

Countercall  Ltd,  41a  High  St,  Hoddesdon,  Hertfordshire,  EN  11  8TA. 


Produced  for  BFF  -  Freshtex  Consumer  Products  Henrietta  House,  London  W I A  1SN.  (A  Courtaulds  Company). 


M  Y 


"I  wanted  to  expand  my  business  so  I  stayed 
exactly  where  I  was.  And  took  on  a  partner  who's 
increased  my  profits  all  round. 

All  I  did  was  instal  a  Noritsu  minilab  in  some 
'dead'  space  in  my  shop.  It  was  so  simple." 

Quick  film  processing  is  now  a  big  growth 
area  for  the  small  retailer.  They're  finding  that  under 
utilised  space  in  their  shops  can  be  used  to  generate 
profit  by  installing  a  minilab. 

And  more  and  more  people  are  finding  that 
they  don't  come  much  quicker  than  the  QSS  -  Quick 
Service  System  -  from  Noritsu. 

It's  not  only  quick  but  compact,  highly  auto- 
mated and  utterly  reliable.  It's  what  made  it  the  g 

o 
o 

world's  number  one  minilab. 

The  state  of  the  art  QSS  1201  is  a  waterless 
system  which  uses  rapid  access  chemistry.  This 
requires  no  plumbing  whatsoever  and  cuts  down  sig- 
nificantly on  the  time  taken  to  process  film.  You'll  be 
amazed  at  the  speed  of  operation. 


The  QSS  1201  is  highly  automated  which 
makes  it  simplicity  itself  to  use.  It  means  an  operator 
requires  only  the  most  basic  of  training.  Thereafter, 
he  or  she  can  operate  the  machine  with  ease  in  the 
shortest  possible  time. 


I  L  A  B 


An  automatic  paper  mask  eradicates  wastage 
of  paper  andensuresthat  the  processor  runsupto2-4 
metres  of  paper  per  minute.  The  new  QSS  has  been 
further  improved  with  a  zoom  lens  which  cuts  down 
on  the  operator's  workload.  This  plus  the  improved 


scanning  and  colour  monitoring  system  ensures 
maximum  quality  with  the  minimum  of  fuss  -  all 
done  automatically. 

When  the  Noritsu  minilab  gets  down  to  busi- 
ness so  can  you.  A  new  business  partner  that  can  also 
magically  increase  your  trade  because  of  the  upturn  in 
store  traffic. 

That's  why  it's  beautiful. 


For  further  details  call  01-451  3666  or  complete  the  coupon  for 
our  Information  Pack. 

Noritsu  (UK)  Ltd,  Chapmans  Park  Industrial  Estate, 

378  High  Road,  Willesden,  London  NWIO  2DY,  Fax:  01-451  3660 


Please  send  me  your  Information  Pack 

I  would  like  a  Sales  Consultant  to  contact  me 

Name: 
Position: 

Company:   

Tel  No: 

Address:   
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COUNTERPOINTS 


In  the  Club 

Shulton  (GB)  will  be  giving 
extensive  support  to  their 
Rapport  male  fragrance  brand 
with  the  launch  of  Club  Rapport  on 
May  1. 

Purchasers  of  all  50ml  packs  of 
after  shave  lotion,  spray,  eau  de 
toilette  spray  and  moisturiser  plus 
100ml  after  shave,  will  be  invited 
to  become  members  of  Club 
Rapport  via  an  on-pack  application 
form.  Stockists  and  their  staff  will 
automatically  receive  free 
membership.  In  addition,  each 
transit  outer  ordered  will  generate 
one  entry  to  a  prize  draw,  giving 
stockists  the  chance  of  winning 
one  of  five  holidays  for  two  people 
to  Cannes. 

For  a  joining  fee  of  £1 ,  which 
gives  a  year's  membership,  Club 
members  will  be  entitled  to  a  6  per 
cent  travel  discount.  Shulton 
(Great  Britain)  Ltd.  Tel:  091 237 
1231. 


Andrex  case 
size  grows 

Andrex  toilet  tissue  is  to  be 
delivered  in  larger  case  sizes  from 
the  middle  of  June. 

Andrex  two  and  four  roll  packs 
will  come  in  20  x  2  roll  or  10  x  4  roll 
cases.  The  move  will  reduce  costs  ! 
and  damage  in  transit,  says  I 
Scott's  general  sales  manager 
Alan  Cavers.  Scott  Ltd.  Tel:  0342 
327191. 

Warts  'n  all 

Wart  treatment  Compound  W  will 
feature  this  Summer  in  an 
advertising  campaign  in  the 
national  Press. 

Concentrated  in  consumer 
magazines,  the  campaign  aims  to 
give  Compound  W  a  higher  profile 
through  adverts  in  a  selection  of 
women's  titles.  The  schedules 
has  been  timed  to  ensure 
consistent  coverage  throughout 
the  Summer,  say  Whitehall 
Laboratories.  Tel:  01-636 8080. 


A  summer  television  advertising 
campaign  is  underway  to  raise 
awareness  of  Whitehall 
Laboratories'  Preparation  H 
haemorrhoid  treatment  range. 

Running  until  September,  the 
commercial,  with  a  spend  of  over 
£500,000  will  be  seen  in  all 
television  regions  throughout  the 
UK,  say  Whitehall  Laboratories. 
Tel:  01-636, 


Impulse  unveil  their 
Destiny 


Elida  Gibbs  are  introducing  a  new 
Impulse  variant  called  Destiny  to 
coincide  with  the  tenth 
anniversary  of  the  brand. 

Destiny  is  said  to  be  geared 
towards  15-19  year  olds,  and  to  be 
a  blend  of  tuberose,  fuschia  and 
jasmine  wih  a  warm  musky  heart. 

Elida  Gibbs  are  running  a 
horoscope  competition  with  Muz 
magazine,  which  will  feature  a 
different  star  sign  each  month. 
Readers  from  each  star  sign  are 
invited  to  send  in  their  photograph 
with  a  view  to  being  chosen  to 
represent  the  sign.  Once  all  the 
star  signs  have  been  featured, 
there  will  be  a  "  Face  of  the  90 '  s  " 
winner. 

In  1989,  £3.2m  (Meal)  will  be 
spent  on  advertising  the  whole 
range,  including  national 
television,  poster  and  press 
campaign.     The  television 


campaign  will  run  in  July  and 
August  and  the  free  flower  token 
scheme  operated  with  Interflora 
will  also  run  in  May.  Elida  Gibbs 
Ltd.  Tel:  01-486 1200. 


Andrews  TV 
Answer 

Late  May  will  see  the  next  stage  in 
the  national  TV  campaign  for 
Andrews  Answer  hangover 
remedy.  The  product  orientated 
10  second  commercial  will  run 
over  four  weeks.  Sterling  Health. 
Tel:  0483  65599. 

Unichem's 
shave 

Unichem  have  shaved  the  trade 
price  of  Gillette  Contour  System 
packs  —  containing  a  Contour  Plus 
razor,  two  Contour  Plus 
cartridges  and  75ml  Gillette  gel  — 
to  offer  members  a  20.7  per  cent 
profit  on  return. 

The  packs,  which  have  a 
recommended  retail  price  of 
£1.39,  feature  Unichem's 
' '  pointer  to  value ' '  symbol ,  will  be 
available  to  members  at  a  trade 
price  of  £0.96  for  orders  placed 
during  May. 

Gillette  Contour  is  being 
supported  this  year  with  a  £8m 
television  advertising  campaign, 
say  Unichem.  Tel:  01-391  2323. 


Permitabs  are  now  available  in 
blister  packs  of  30  tablets  (£3.42) . 
The  100  tablet  pack  has  now  been 
discontinued  say  Bioglan 
Laboratories  Ltd.  Tel:  0462 
38444. 


Great  Scott! 

Scott  have  unveiled  the 
Spring/Summer  collection  of 
designs  for  their  Fiesta  quilted 
towel  range. 

There  are  three  designs  — 
Basket  of  flowers,  whirlpool,  and 
meadow  flowers,  which  come  in 
five  colours.  The  design  for  Fiesta 
towels  for  microwaves  remains 
the  same. 

This  year,  Over  £lm  is  being 
spent  on  advertising  quilted  Fiesta 
towels,  and  Scott  estimate  that 
the  market  is  set  to  grow  by  a 
further  6.6  per  cent  in  volume, 
and  11  per  cent  sterling.  Scott 
Ltd.  Tel:  0342  27191. 


Its  so  E-Zee! 

Wahl  have  introduced  their  E-Zee 
personal  ear  and  nose  hair 
trimmer  into  the  UK,  following  a 
launch  in  the  US. 

The  E-Zee  trimmer  is  said  to 
remove  unwanted  hair  both 
quickly  and  comfortably.  The 
recessed  cutting  blade  never 
touches  the  skin,  yet  provides 
precise  and  clean  trimming,  they 
say. 

The  Wahl  E-Zee  trimmer  is 
light  and  battery-powered  and  is 
said  to  be  designed  for  maximum 
hygiene.  Trimmed  hair  is 
automatically  vacuumed  into  the 
body  of  the  trimmer,  and  the 
entire  top  is  detachable  for  easy 
cleaning,  they  say.  The  E-Zee 
trimmer  is  packaged  complete 
with  batteries,  for  £9.95.  Wahl 
Europe  Ltd.  Tel:  0227  740066. 


Milky  good 

Milk  of  Magnesia  has  been 
reformulated  to  give  a  better 
flavour  and  taste,  and  a  much 
reduced  cnalky  "feel"  say 
Sterling  Health. 

New  packaging  gives  the 
product  a  "contemporary  and 
modern  feel",  but  retains  the 
traditional  blue  bottle. 

Sue  Redwood,  head  of 
marketing  at  Sterling  Health 
comments:  "Many  mothers, 
having  grown  up  with  trust  of  Milk 
of  Magnesia ,  keep  it  on  hand  in  the 
medicine  cabinet." 

The  relaunch  is  being  backed 
with  a  programme  of  full  page 
colour  advertisements  in  the 
family  magazine  sector,  with  a 
high  value  national  consumer 
promotion  planned  for  later  in  the 
year.  Sterling  Health.  Tel:  0483 
65599. 


ON  TV  NEXT  WEEK 


GTV  Grampian 
B  Border 
C  Central 

CTV  Channel  Islands 
LWT  London  Weekend 
C4  Channel  4 


U  Ulster 
G  Granada 
A  Anglia 

TSW  South  West 
TTV  Thames  Television 
TV-am  Breakfast 
Television 


SKSky 

STV  Scotland  (central) 

Y  Yorkshire 

HTV  Wales  &  West 

TVS  South 

TT  Tyne  Tees 


HMO's  Stain  Devils  and  Colour  Run: 

TV-am 

Imimac: 

All  areas 

Natrel  Plus: 

All  areas  except  CTV 

Nice  'N  Easy: 

C,LWT 

Oral-B: 

All  areas 

Plax: 

All  areas  except  CTV  &  TV-am 

Preparation  H: 

GTV, U,STV,B,G, CATVS 

Reach  toothbrushes: 

STV,A,TVS,TTV,TV-am 

Setters: 

All  areas 

Solpadeine: 

All  areas  except  U,  CTV.TTV  &  C4 

Togs: 

TTV,Y,A,C4,G,TSW,TV-am 
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STEP  UP 


Newly  improved  Fast  Aid  is 
now  going  to  move  even  more 
rapidly  off  your  shelves.  With 
extra  product  on  offer  free, 
your  customers  are  sure  to 
come  running. 

But  Fast  Aidismuchmorethan 
just  terrific  value. 
Strikingly  redesigned,  Fast  Aid 
carries  more  than  a  handful  of 
product  improvements  such  as 
better  assortment,  increased 
pad  sizes  and  new  skin  tone 
colours. 

So  if  your  customers  want  a 
plaster  that's  a  cut  above  the 
rest  -  stock  up  now  with 
Fast  Aid  -  the  plaster  designed 
to  sell  faster. 


)B1NSC 


FastAid 

STRETCH  FABRIC 


1 


FastAid 


FastAid 

w 


WASHPROOF 


!m  DRESSING  STRIP 


FastAid 

STRETCH  FABRIC 
Im  DRESSING  STRIP 


FastAid 


24  ASSORTED 


ROBINSON 

ROBINSON  HEALTHCARE  HIPPERHOUSE  CHESTERFIELD  S40  I  YF 


New  taste  helps  the 
medicine  go  down 


(and  your  profits  go  up) 

We've  improved  Milk  of  Magnesia  so  that 
it  slides  down  easier  and  tastes  nicer...  changes 
that  will  go  down  well  with  your  customers... 
changes  that  will  be  strongly  advertised  in 
leading  women's  magazines. 

For  more  information  please  contact  your 
Sterling  Health  representative  or  wholesaler. 


ceding  Q  Health)- 

Milk  of  Magnesia  is  a  Registered  Trade  Mark 


CO 

UNTERPOINTS 

Aura  for  sun 
and  insects 

H.  Tinchant  UK  Ltd  are  launching 
a  range  of  insect  repellants  and 
sun  preparations  under  the  Aura 
banner. 

The  insect  repellant 
formulation  is  described  as 
"natural"  with  a  fragrance  that 
camouflages  the  scent  of  the 
active  ingredient  without 
neutralising  its  properties.  Aura  is 
available  as  a  natural  insect 
repellant  spray  with  a  pump  action 
(75ml,  £3.25).  It  is  claimed  to  be 
effective  for  up  to  six  to  eight 
hours  on  the  body,  or  for  three 
days  on  clothes.  There  is  also  a 
roll-on  version  (50ml,  £2.95). 

Aura  sunpreps  comprise  an 
after  sun  lotion  (150ml  £.95)  and  a 
sun  milk  (150ml  £5.50)  in  factors 
1  and  4.  All  Aura  products  are 
packed  in  12s  from  H.  Tinchant 
(UK)  Ltd.  Tel:  0468  72220. 

Sebamed 
June  boost 

In  June  Wellcome  are  mounting  a 
promotion  to  help  boost  sales  of 
Sebamed. 

The  three-part  promotion 
comprises  a  counter  display  unit 
complete  with  trial  size  packs,  and 
money-off  next  purchase 
coupons. 

There  is  also  a  "display  for 
profit"  promotion  for  pharmacists 
with  £l,500-worth  of  Thomas 
Cook  holiday  voucher  prizes  for 
stockists  displaying  the  Sebamed 
units,  and  a  self-study  guide 
competition  for  assistants.  This 
will  have  30  prizes  of  Thomas 
Cook  holiday  vouchers  with  the 
draw  for  winning  entries  being 
made  in  August.  There  are  also  a 
range  of  promotional  offers, 
including  free  Sebamed  pens  and 
post-it  pads.  Wellcome  Consumer 
Division.  Tel:  0270  583151. 

Take  a  bite 

After  Bite  advertising  begins  this 
month  in  the  national  Press  and 
selected  specialist  magazines 
backed  by  advertisements  in 
travel  ticket  wallets. 

A  second  burst  of  national 
Press  and  magazine  advertising  is 
scheduled  for  July/August,  say 
DeWitt. 

The  product  is  on  bonus  until 
the  end  of  this  month,  and  window 
stickers  using  the  advertising 
slogan  "Takes  the  sti.ig  out  of 
Summer"  are  to  be  sent  to 
retailers,  say  De  Witt 
International  Ltd.  Tel:  01-441 
9310. 


Lynx  —  new  marine, 
plus  aftershave 


Elida  Gibbs  are  adding  a  new 
variant  to  their  Lynx  body  spray 
collection,  launching  the  brand 
into  the  after  shave  market. 

Gibbs  say  that  Lynx  after- 
shave has  been  positioned  to  fill 
the  area  of  the  market  that  exists 
between  mass  and  fine  fragrance. 
There  will  be  three  variants  in  the 
aftershave  collection  —  the 
original  oriental  and  musk 
fragrances,  plus  a  new  variant 
called  marine,  which  will  also  be 
introduced  in  body  sprays  and 
shower  gels  (aftershave  £6.50, 
100ml).  The  aftershave 
formulation  also  includes  a  skin 
conditioner. 

Packaging  for  the  aftershave  is 
in  black.  The  glass  bottles  are 
sculpted  and  will  be  sold  in  high 
quality  cartons,  say  Gibbs. 

Gibbs  say  that  Lynx  after- 
shave (under  the  Axe  brand  name) 
has  already  achieved  a  10  per  cent 
share  by  value  in  both  Austria  and 
Germany. 

Elida  Gibbs  anticipate  that  49 
per  cent  of  expected  Lynx  after- 
Shave  volume  will  come  from  non- 
Lynx  users  in  the  first  year,  and 
sales  of  over  500,000  bottles  are 
targeted  within  the  first  year. 

A  total  of  £2. 8m  will  be  spent 
on  Lynx  advertising  in  1989, 
£900,000  of  which  will  be 
dedicated  to  aftershave 
advertising  in  national  magazines 
and  on  superlite  poster  sites,  plus 
fragrance  sampling  opportunities 
through  scent  strip  magazine 
insertions. 

The  new  marine  body  spray 
variant  will  have  its  own  television 
commercial.  There  will  also  be  a 
£100,000  Lynx  body  spray  cinema 
campaign.  The  shower  gel,  which 
will  be  available  as  a  four  variant 
collection  —  spice,  musk,  oriental 
and  marine  —  will  also  be 


promoted  in  cinemas  through  a 
national  £300,000  campaign. 

The  new  marine  variant  is 
described  as  being  "freshly 
invigorating  with  top  notes  of 
Italian  lemon  and  bergamot 
blended  with  an  aromatic  heart  of 
basil,  rosemary,  thyme,  aspic  and 
lavender" .  Gibbs  say  that  it  is  of 
the  same  school  as  Tuscany  and 
Cacherel  and  can  be  classified  as  a 
"herbaceous  aromatic".  They 
say  that  in  research,  marine 
scored  exceptionally  highly,  with 
70  per  cent  of  the  sample  saying 
they  would  definitely  buy  the 
product  again. 

Lynx  aftershave  and  marine 
body  spray  and  shower  gel  will  be 
available  from  mid-Mav.  Elida 
Gibbs.  Tel:  01-4861200. 


Henara 
'frequent  use' 
shampoo 

Warner  Lambert  are  introducing  a 
new  frequent  use  shampoo  and 
conditioner  into  their  Henara 
range.  They  say  that  both 
products  are  specifically  for 
everyday  use  and  will  be  available 
from  June. 

Both  products  are  said  to  be 
mild  and  gentle  and  based  on 
henna  extract. 

The  shampoo  will  cost  £1.25 
for  300ml,  and  the  conditioner  will 
cost  £1.25  for  250ml.  All  products 
are  based  on  natural  ingredients 
and  are  not  tested  on  animals. 
Warner  Lambert  Health  Care. 
Tel:  0703  6720500. 


Carmen's 
gone  all 
curly 

Pifco  Salton  are  introducing  a 
number  of  new  Carmen  products , 
including  a  Curls  heated  rollers 
set. 

Pifco  Salton  say  that  Carmen 
Curls  will  be  introduced  in  August. 
They  have  a  totally  independent 
heat  source  and  operate  from 
patented  'heat  cells'  which  start  to 
heat  up  immediately  when 
exposed  to  air. 

Tested  over  a  20  minute 
period  the  "heat  cells"  in  Carmen 
Curls  keep  the  new  rollers  at 
styling  temperature  for  50  per 
cent  longer  than  electrically 
heated  rollers,  thus  improving 
their  styling  performance  by  50 
per  cent  say  Carmen.  And  the 
"heat  cell"  in  each  roller 
produces  both  heat  and  steam. 

Instead  of  standard  clips  which 
may  "dig"  into  the  scalp,  Carmen 
Curls  are  held  tightly  in  place  by 
three-quarter-roller  sized  covers 
which  fit  neatly  over  all  the  hair  in 
the  roller. 

Carmen  Curls  are  available  in 
bright  primary  colours  and  packs 
of  six ,  three  and  1 2 ,  and  each  pack 
size  has  enough  "heat  cells"  for 
two  uses. 

A  cosmetic  pouch  with  zipper 
houses  the  six  pack  size  (three 
large,  three  small)  and  a  two  sided 
(two  zipper)  cosmetic  pouch  holds 
the  12  pack  size  (six  large,  six 
small)  at  £9.95  and  £16.95 
respectively.  Packs  of  three  large 
or  small  rollers  are  also  available  at 
£2.95.  Replacement  "heat  cells" 
are  available  in  packs  of  24  (12 
large,  12  small)  at  £6.95. 

With  Carmen  Curls  (which  can 
be  placed  in  the  hair  immediately, 
while  still  cool)  the  temperature 
reached  after  around  eight 
minutes  is  80C.  This  temperature 
is  maintained  for  a  further  four 
minutes,  and  there  follows  a  50 
per  cent  slower  decline  to  a 
temperature  of  40C,  compared  to 
standard  heated  rollers,  say  Pifco. 

The  company  is  also  to  launch 
the  Salon  Professional  Dryer  in 
the  Autumn.  This  1200  watt  dryer 
will  have  a  long  life  motor  and  a 
three  year  guarantee,  and  all  the 
features  expected  from  a  top 
professional  dryer,  say  Carmen.  It 
has  two  speed  and  six  heat 
settings,  push  button  cold  shot, 
professional  nozzle  and  diffuser, 
extra  long  lead  and  fitted  plug  and 
is  styled  in  dark  blue. 

In  August  Carmen  will  also 
launch  "twist  and  curl"  a  flat 
barrel  curling  tong  which  creates 
angular  shaped  curls.  This  product 
is  designed  for  '  'fun  styles"  and  is 
aimed  at  the  teenage  market. Pifco 
Salton.  Tel:  061-6818321. 
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Cutex  lag  it 

Parfums  International  are 
promoting  a  Cutex  manicure  kit 
during  May  and  June  to  highlight 
their  re-formulated  nail  care 
products. 

The  transparent  bag  contains 
a  6ml  bottle  of  Cutex  cuticle 
remover,  nail  strengthener, 
protective  basecoat,  supershine 
top  coat,  emery  boards  and  a  copy 
fo  the  Cutex  'Facts  file'  nail  care 
leaflet.  The  kit  will  retail  at  £4.50. 
Parfums  International  Ltd.  Tel: 
01  486 1200. 


Hermesetas 
book  worms! 

Hermesetas  are  bringing  out  what 
they  describe  as  the  sweetener 
market's  biggest  promotion  story 
this  year:  the  Hermesetas 
Bookshare. 

The  promotion  in  in  two  parts: 
an  on-pack  promotion  is  carried 
across  the  whole  range  —  over  2 
million  packs  —  offering 
consumers  a  choice  of  seven  best 
selling  paperbacks  free  of  charge . 
Customers  have  to  collect  eight 
Bookshare  tokens  and  send  them 
in  together  with  a  39p  stamp  to 
receive  their  choice  of  book. 

Running  in  tandem  with  the 
on-pack  promotion  will  be  a  short 
story  competition  with  £7,500  in 
cash  prizes,  in  Woman  magazine. 
The  competition  will  feature  a 
"starter"  token  for  the  on-pack 
offer,  and  will  invite  readers  to 
write  a  short  story,  following  on 
from  a  given  first  paragraph. 

The  Hermesetas  bookshare 
promotion  will  be  featured  on  all 
pack  sizes  of  Hermesetas, 
Hermesetas  Gold,  Hermesetas 
Light,  Hermesetas  Sprinkle 
Sweet  and  Hermesetas  Liquid 
Sweetener  from  the  end  April. 
Last  year  saw  record  sales  of 
£33m  in  the  total  UK  sweetener 
market.  Jenks  Brokerage.  Tel: 
0494  33456. 


COUNTERPOINTS 


Summer  hols  with 
Kirby  Warrick 


Kirby-Warricks's  new  holiday 
products  counter  display  reminds 
every  holidaymaker  of  the 
products  they  need  for  a 
successful  holiday.  The  display 
unit  features  the  company's 
Lacto-Calamine  for  sunburn  and 
bites  and  stings,  Solarcaine  pain 
relief  spray  and  Puritabs  water 
purification  tablets. 

The  company  says  it  will  be 
promoting  the  products  heavily 
this  Summer  with  editorial  PR 
coverage  in  women's  and  family 
magazines,  national  and  regional 
newspapers  and  local  weeklies. 
Kirby-  Warrick  Pharmaceuticals 
Ltd.  Tel:  0638  716321. 


"3  for  2" 

Mavala  of  Switzerland  are  offering 
your  customers  the  chance  to 
discover  some  of  their  treatments 
at  a  special  3  for  2  price. 

Three  different  promotional 
packs  are  available:  Colorfix  plus 
002  base  coat  with  free 
Mavaderma;  002  base  coat  plus 
nail  policy  dryer  with  free 
Colorfix;  and  cuticle  remover  plus 
Colorfix  with  free  002  base  coat. 

All  products  come  in  5ml 
bottles  and  each  pack  of  three 
products  retailers  at  £4.95. 
Mavala  say  that  the  normal  retail 
value  would  be  £8.55,  which 
represents  a  saving  to  the 
consumer  of  £3.60.  A  special 
merchandising  unit  is  available 
from  Mavala  Laboratories  Ltd. 
Tel:  0732  459412. 


Ducolax 

Windsor  Pharmaceuticals  are 
supporting  Dulcolax  with  a 
promotional  spend  of  £500,000 


during  1989. 

Starting  on  June  5,  a  national 
advertising  campaign  will  running 
the  Daily  Mail,  Express,  Today, 
Guardian,  Sun,  Observer,  News  of 
the  World  and  Mail  on  Sunday  . 
And  through  June,  July  and 
August,  advertisements  will 
appear  in  Woman,  Womans  Own, 
Womans  Realm ,  Womans  Weekly 
and  Readers  Digest  magazines.  In- 
pharmacy  promotional  material 
will  also  be  available. 

Anna  Raeburn  will  also 
promote  the  brand  with  a 
campaign  to  underline  the 
importance  of  good  bowel  health 
say  Windsor  Pharmaceuticals  Ltd. 
Tel:  0344  484448. 


AAH  offers 

In  May's  "top  offers"  promotion, 
AAH  customers  will  be  able  to 
choose  from  brands  such  as  Baby 
Fresh,  Sensodyne,  Soft  and 
Gentle,  Lil-lets,  Libra  Slims, 
Timotei  skin  care,  Cow  &  Gate 
juices  and  Harmony  Colours. 
AAH  Pharmaceuticals.  Tel:  0928 
717070. 


Cossack's 
mega  male 
look 

Reckitt  &  Colman  Household  and 
Toiletry  are  adding  a  new  mega 
firm  hairspray  to  their  range  which 
is  said  to  "hold  and  maintain 
demanding  styles  for  men". 

Mega  Firm  has  been  added  to 
the  existing  range  of  normal  and 
extra  hold  hairsprays  in  the 
Cossack  range,  and  all  of  them  will 
be  available  in  125ml,  200ml  and 
300ml  sizes  from  June.  Like  the 
rest  of  the  range,  the  hairspray  is 
packaged  in  red  and  black,  and  is 
ozone  friendly. 

Reckitt  are  also  updating  their 
Once  shampoo  with  a  new 
formulation  change  to  "tone  down 
the  colours  yet  keep  them 
vibrant."  A  Elm  television 
campaign  for  Once  will  be  on  air 
during  July  and  August. 

Variants  for  the  shampoo  have 
not  been  changed  but  normal 
conditioner  has  been  extended  to 
include  fine  and  flyaway  hair. 
Reckitt  Products  Household 
Division.  Tel:  0482 223141. 


Sticky 
travel  guide 

Smith  &  Nephew  have  launched  a 
leaflet,  "The  Elastoplast  guide  to 
travelling  at  home  and  abroad". 

It  is  designed  to  provide 
invaluable  help  and  advice  for 
consumers  on  all  aspects  of 
holidays.  Topics  covered  include 
safety  precautions,  avoiding  travel 
sickness  and  activity  holidays. 

Consumers  will  receive  the 
leaflet  through  targeted 
parentcare,  sports  specialist  and 
women's  Press  including  Best, 
Prima,  Bella  and  Mother  and 
Baby.  Smith  &  Nephew  Consumer 
Products  Ltd.  Tel:  021  327 4750. 


Cuplex 

Salicyclic  acid,  Lactic  acid  and  Copper  acetate 


IN  1 987  M0RE  DOCTORS  PRESCRIBED  CUPLEX  THAN  ANY  OTHER  WART  TREATMENT 


IN  1 988 M0RE  DOCTORS  PRESCRIBED  CUPLEX  THAN  ANY  OTHER  WART  TREATMENT 

whatever  anyone  else  may  tell  you! 


Cuplex  contains  only  11  %  salicylic  acid  and  4%  lactic  acid,  yet  i 
as  effective  as  products  containing  16.7%  of  both  salicylic  and 
lactic  acid  (1).  Moreover,  the  self-occluding  gel  formulation  means  that 
messy  applicators  and  expensive,  time-consuming  dressings  are 
unnecessary  -  a  gentle  squeeze  of  the  tube  delivers  Cuplex  directly  onto 
the  wart  and  there's  no  risk  of  broken  glass  (always  a  worry  with  children). 

Credit-card  sized,  plastic  Compliance  Cards  containing  clear,  concise 
instructions  for  use  are  available  on  request.  They  also  emphasise  the 
need  for  regular  applications,  probable  duration  of  treatment  and  where 

FURTHER  INFORMATION  IS  AVAILABLE  ON  REOUEST  FROM 

SMITH  &  NEPHEW  PHARMACEUTICALS  LTD  ,  BAMPTON  ROAD,  HAROLD  HILL,  ROMFORD,  ESSEX  RM3  8SL,  ENGLAND  Tel  04023  49333.  Telex  898058  SMINEPG.  Fax.  04023  7 1316 


Cuplex  can  and  cannot  be  used.  They  offer  a  durable  backup  to  your 
advice  and  encourage  correct,  regular  application.  Thus,  the  treatment 
you  prescribe  is  more  likely  to  be  effective. 

All  in  all,  it's  hardly  surprising  that  Cuplex  is  increasingly  prescribed  by 
doctors  and  recommended  by  pharmacists  -  it  saves  time  and  money  for 
both  patient  and  Health  Service. 

IT  MAKES  SENSE  TO  THINK  OF  CUPLEX  FIRST 

I .  Bunney.  M.H.  et  al  (1976)  -  Br  J  Derm  94  667-697 
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A  LITTLE 
TASTER  OF  UNICHEM'S 
LATEST  OFFER. 


Our  exclusive  deal  throughout  May  should 
have  our  members  licking  their  lips. 

A  massive  40%  profit  on  return 
on  Macleans  Sensitive,  their  latest 
toothpaste  designed  to  fight  the 
pain  of  sensitive  teeth. 

The  clever  combination  of 
a  new  formula  and  fresh  minty 
taste  promises  to  give  the 


Sensitive 

Sensitive 


competition  a  right  good  pasting.  Especially 
since  it  comes  in  4  sizes,  including 
this  handy  little  17ml  trial  size,  in 
a  special  eye-catching  UniChem 
dispenser.  Still,  suppose  we  can't 
be  flavour  of  the 
month  with 
everyone. 


UniChem 


UniChem  Limited,  UniChem  House,  Cox  Lane,  Chessington,  Surrey  KT9  1SN.  Tel:  01-391  2323. 


CHEMEX  CORNER 


NPA  unveils  top  class 
Chemex  team 


The  National  Pharmaceutical 
Association  will  offer  members  an 
advisory  service  on  its  stand  at 
this  year's  Chemex,  to  be  held 
September  24-25  at  London's 
Olympia. 

Executive  staff  and  NPA 
consultants  will  be  available  for 
discussion  on  a  wide  range  of 
subjects   of  importance  to 


community  pharmacists.  Financial 
advice  will  come  from  accountant 
Brian  Dosser,  the  NPA's  finance 
and  administration  officer,  and 
George  Raven,  assistant  finance 
officer,  who  will  help  with  tax 
matters  and  discuss  buying  and 
selling  a  pharmacy.  They  are  also 
responsible  for  the  interfirm 
comparison  scheme  and  the 


The  National  Pharmaceutical  Association 's  Chemex  line  up  will  include  (from  left  to  right):  Glyn  Walduck,  Eric 
Foxford  (CMIC),  Mary  Allen,  Jim  Downing,  TimAstill  (he  of  the  "pink  sheets,  "  as  those  at  the  recent  society 
SGM  will  recall),  David  Gay,  Kathy  Chesterman,  NPA  chairman  Roy  Jones,  George  Raven  and  John  Goulding. 


business  transfer  registry  which 
introduces  sellers  to  buyers. 

Assistant  secretary  Jim 
Downing  and  legal  executive  Glyn 
Walduck  will  give  general  legal 
advice  on  matters  such  as 
employment  law,  trade  disputes 
and  the  professional  indemnity 
protection  provided  by  the 
Chemists'  Defence  Association. 
Legal  problems  that  cannot  be 
resolved  on  the  stand  will  be 
followed  up  later  or  referred  to  the 
NPA's  solicitors  where 
necessary. 

Business  services  manager 
John  Goulding  and  his  assistant 
Christine  Wells  will  be  on  hand  to 
answer  questions  about  business 
systems,  dispensary  equipment 
and  a  host  of  other  items  available 
through  the  NPA. 

Ray  Todd,  head  of  pharmacy 
planning,  and  his  assistant  Kathy 
Chesterman  will  give  independent 
advice  to  members  on  all  aspects 
of  shop  design  and  modernisation . 
General  guidance  on  shopfittings, 
lighting,  flooring  and  new  fitments 
for  original  pack  dispensing  can  be 
given  on  the  stand  but,  where 
refits  are  involved,  arrangements 
can  be  made  for  on  site  visits. 

General  inquiries  on  the  NHS, 
prescriptions  and  medicines  will 
be  handled  by  the  head  of 
information  services  Mary  Allen 
and  technical/information 
pharmacist  David  Gay. 


Outside  Help 


Outside  consultants  from 
Pharmoney,  the  NPA's  financial 
advisory  service  for  pharmacists, 
will  give  independent  guidance  on 
pensions,  investments,  life 
assurance,  etc.  Eric  Foxford  will 
represent  Company  Medical 
Insurance  Consultants  who  advise 
NPA  members  on  the  choice  of 
private  health  insurance  schemes. 
The  NPA  has  two  group  schemes 
or  can  arrange  schemes  for 
separate  groups  of  pharmacists 
and  employees. 

Overseeing  the  proceedings 
will  be  NPA  director  Tim  Astill 
who  will  give  assistance  on  legal, 
practice  and  insurance  matters. 


'BACK  THE  DEALER' 
AIMER  ADS! 


Nelsons  1989  campaign  continues  right  through  the  Summer. 

Our  targetted  schedule  of  titles  include: 


Good  Housekeeping 
Woman  &  Home 
Family  Circle 


Ideal  Home 
The  Lady 
Living 


Be  sore  your  stocks  are  ready 
-  contact  your  wholesaler  now!  „ 

jor  call  as  on  our  Trade  Order  number  0800  289515. 


Practical  Parenting 
Mother  &  baby 
Parents 
Here's  Health 
Practical  Health  .  .  . 


etc. 
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Who 
pierced 
my  ears? 

My 

chemist 
and 

Inverness" 


Here's  what  chemists  say 
about  the  Inverness 
Ear  Piercing  Service: 

Inverness  has  given  me  over  4000  trouble-free  ear 
piercings  and  guaranteed  profits" 

Mr.  S.  Gee,  Paul  Andrews  Chemist,  Essex 

Our  customers  love  Inverness  and  the  wide  choice  of 
fashion  earrings" 

Mr.  S.  Rodan,  Laxey  Chemist,  Isle  of  Man 
**  It's  quick,  simple  and  profitable  and  it  brings  in  new 
customers" 

Mr.  U.  M.  Thakrar,  Jai  Chemist,  Kings  Lynn,  Norfolk 
**  I  go  for  the  solid  gold  -  they're  very  popular  and 
profitable" 

Mr.  B.  S.  Laly.  Lalys  Chemist,  Farnham  &  Southampton 


It  only  takes 
3  minutes  - 
you  charge 
£5  to  £25 


That's  why  so  many  chemists 
offer  an  Inverness  service.  Ear 
piercing  is  highly  profitable,  and  even  more  so  with  the  new 
Inverness  9  ct .  and  18  ct.  gold  earrings  for  piercing  -  the  choice 
many  women  prefer.  With  an  extensive  range  of  gold  plated 
piercing  earrings  and  9  ct.  or  18  ct.  gold,  you  can  offer  ear 
piercings  that  are  very  affordable  to  very  profitable. 


The  safest  system  available 

Approved  by  Health  Authorities 

Inverness  guarantees  100%  sterility  before  and  during 
the  piercing.  The  disposable  capsule  packaging,  that 
contain  the  earrings,  and  patented  instrument  never 
touch  the  ear.  Everything  is  included,  towelette 
for  cleansing  the  ear  lobe  before  the  piercing 
and  customer  booklet  to  ensure  proper  ear  care 
after  the  piercing. 

And  it's  so  easy,  you  or  anyone  in  your  business  can 
do  it.  Full  instructions  are  included  or  you  can  take  advantage 
of  our  training  service. 

No  special  facilities  are  required,  it  takes  about  3  minutes  and  you  can 
charge  up  to  £25. 

There's  no  discomfort  to  your  customer  and  no  risk  whatsoever  to  you  or 
your  customer. 

Inverness,  a  complete  service 


For  a  demonstration,  training  or  assistance  with  Local  Authority  Licencing  arrangements  -  please  call. 


r 


Please  send  me  full  details  about  the  Inverness  system. 
To:  Inverness  UK  Ltd..  21  Broadway,  Maidenhead, 
Berks  SL6  UK.  Tel:  (0628)  776217 


1 


Name 


Company 
Address  _ 


Tel 


L 

Why  don  'tyou  offer  Inverness? 


I   |  New  customer       ^]  Inverness  user 

The  Inverness  System  is  supplied  complete, 
no  training  is  necessary  although  full 
instructions  are  provided.  Training  can  be 
provided  if  requested.  Inverness  offer  the 
largest  selection  of  fashionable  piercing 
earrings  in  the  retail  price  range  of  £5— £25 
together  with  full  Point  of  Sale'  support  to 
enable  you  to  maximise  the  effectiveness  of 
your  New  Service. 


A  century  of  relief 

Mentholatum  International  are  celebrating  100  years  of  success  based  upon  a  simple  cold 
medication  which  has  found  a  number  of  uses  throughout  the  world  and  has  stood  the  test 
of  tima  C&D  follows  the  trail  from  Kansas  to  Japan  and  back,  via  the  UK,  Europe,  Africa, 

Australia  and  New  Zealand. 


The  Mentholatum  Company  was  founded  in 
Wichita,  Kansas  by  Albert  Alexander  Hyde, 
grandfather  of  the  then  chairman  and  chief 
executive  who  owned  the  company  prior  to 
the  buy-out  by  the  Rohto  Pharmaceutical  Co 
Ltd  of  Japan  last  year. 

The  headquarters  is  now  in  Buffalo,  USA, 
and  manufacturers  and  distributes 
Mentholatum  products  throughout  the 
Americas,  Canada  and  the  South  Seas. 

The  principle  product  of  the  company  is 
still  Mentholatum,  a  balm  based  upon  menthol, 
camphor  and  oils  of  eucalyptus,  pine  and 
wintergreen.  It  is  sold  in  120  countries  to  ease 
congestion  in  colds,  and  in  certain  areas  as  an 
ointment  for  dry  skin. 

Export  manager,  Tommy  Boyd  reports 
that  on  a  recent  trip  he  found  the  uses  and 
applications  of  Mentholatum  throughout  the 
world  are  very  varied.  Mixed  with  sulphur  by 
the  locals,  and  then  known  as  Dr  Jabu's 
Formula,  it  is  used  as  a  remedy  for  chronic 
eczema.  Drunk  with  hot  water  it  is  a  relief  for 


nasal  congestion.  Applied  to  the  forehead  it  is 
used  as  a  hypnotic.  Mixed  with  whisky  and 
brandy  it  is  taken  as  a  toothache  remedy.  And 
to  repel  the  mosquito  and  protect  the  skin 
from  the  desert  winds,  Mentholatum  is  applied 
liberally  to  the  body.  '  'It  becomes  a  cure-all  in 
countries  which  are  wild  and  underdeveloped, 
where  doctors  are  few  and  far  between, ' '  he 
says. 

Mentholatum  UK  was  formed  in  1924  at 
Slough,  Berkshire,  although  sales  were 
started  from  a  London  address  in  1914.  Sales 
grew  from  50  gross  then  to  3,815  gross  by 
1920,  despite  a  report  that  "It  was  not 
considered  altogether  the  thing,  among  the 
middle  and  upper  classes ,  to  put  medicaments 
up  the  nose  —  especially  with  the  finger". 

During  the  first  World  War,  Miss  Florence 
Billinge,  after  joining  the  company  in  1914, 
found  herself  managing  the  business  when  all 
the  men  were  drafted  to  the  trenches.  But 
worse  difficulties  were  to  come  to  Miss 
Florence.  In  the  1940s  when  she  was  a 


An  early  window  display  for  Mentholatum.  Along  with  dramatic  photography  sufferers  from  head 
<  \  >lds  were  encouraged  "to  drink  plenty  of  water 


director  —  the  factory  was  requisitioned  for 
the  manufacture  of  canned  bacon  and  beans. 

The  factory  had  to  be  cleared  within  36 
hours  and  the  only  possible  alternative  was  a 
brick  barn  previously  used  for  storage  in  a 
village  a  quarter  of  a  mile  away.  It  was  here 
that  Mentholatum  remained  for  six  years. 

During  the  1920s  UK  wholesalers  were 
slow  to  support  Mentholatum  but  its 
popularity  abroad  ensured  the  growth  of  the 
company.  Interests  were  to  be  finally 
established  in  Denmark,  Spain,  France, 
Sweden  and  West  Germany,  with  factories  in 
Kano,  Nigeria  and  Melbourne,  Australia,  and 
sales  in  New  Zealand  and  the  Far  East, 
including  manufacturing  in  Japan. 

UK  production  was  moved  in  1977  to  a 
pleasant,  three  acre  country  site  in  Twyford, 
Berkshire,  to  provide  the  company  with  room 
to  expand  and  undertake  the  manufacture  of 
its  own  "export"  tins,  which  had  become 
increasingly  difficult  to  purchase  elsewhere. 

Mentholatum  claim  to  lead  the  market  in 
anti-rheumatic  rubs  with  Deep  Heat, 
introduced  in  1958.  The  current  topical  anti- 
rheumatic market  is  in  the  region  of  £17m  per 
annum  and  grows  steadily  at  just  under  a 
million  pounds  each  year.  The  rubs,  liquids  and 
sticks  take  some  72  per  cent  of  the  sales  with 
sprays  making  up  the  remainder. 

Deep  Heat  was  one  of  the  earliest  OTC 
products  to  appear  in  advertisements  on 
commercial  television  in  the  year  of  its  launch . 
The  dominance  of  Deep  Heat  was  reinforced 
by  the  aerosol  in  1981  and  the  specialist  Pre- 
sport  rub  was  added  in  1988. 

The  current  picture  is  completed  by  Deep 
Freeze,  launched  in  1988.  However,  a  "super 
strong' '  Deep  Heat  range  is  to  be  introduced 
shortly. 

The  acquisition  of  the  Mentholatum 
company  by  Rohoto  was  the  culmination  of  a 
close  relationship,  starting  with  a  licensing 
agreement  in  1975  to  manufacture  and 
distribute  Mentholatum  products. 

Both  companies  had  dated  back  to  the  late 
nineteenth  century  and  remained  in  the  hands 
of  the  founding  families. 

Ron  Andrews,  advertising  and  PR 
manager  at  Twyford  explains:  '  'There  were 
no  heirs  in  the  Hyde  family  to  take  over  the 
company;  it  had  been  run  for  many  years  by 
professional  managers.  Large  Swiss  and 
German  companies  had  shown  interest,  but 
the  Japanese  takeover  was  favoured  in  view  of 
their  existing  ties,  the  interests  of  the 
stockholders,  and  the  future  of  the  company 
and  staff ' . 

Mr  Robert  Crandall,  then  president  of 
Mentholatum  International,  said  at  the  time  of 
the  buyout:  '  'The  additional  research,  capital 
and  expertise  which  will  be  available  will 
enhance  the  future  for  all.  The  company  looks 
forward  to  its  second  hundred  years  with 
renewed  confidence  and  vigour  under  the 
recent  change  of  ownership  to  Rohto" . 
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urther  details  from: 

Qgfa-Gevaert  Ltd.,  Retail  Products  Division 

?7  Great  West  Road,  Brentford,  Middlesex  TW8  9AX.  Tel:  01-560  2131 


Little  Experts  to 


Breast  milk  is  the  very  best  start 
for  a  baby. 

Unfortunately  you  can't  stock  breast 
milk,  but  you  can  stock  the  very  acceptable 
alternative  -  Milupa  Babymilks,  Aptamil  and 
Milumil.  More  and  more  hospitals  and  clinics 
are  using  Milupa  Babymilks  than  ever 
before.  So  grow  your 
business  with  our 
Little  Experts  and  stay 
with  Milupa  for  the 
comprehensive  range  of 
babymilks,  babyfoods,  rusks 
and  drinks. 


^ive  you 


Your  profits 
plenty  to  smile  about  too! 


IMPORTANT:  Breast  milk  is  the  best  milk  for  a  baby. 
A  doctor,  midwife,  nurse  or  health  visitor  should  be 
consulted  for  any  advice  needed.  If  a  babymilk  is 
used  it  is  important  for  the  baby's  health  that  all 
preparation  instructions  are  followed  carefully. 


milupa 

Milupa  babymilks.  Well 
digested  and  well  accepted. 


Babyrmlk 

(  1 


Milupa  Ltd.,  Milupa  House,  Uxbridge  Road,  Hillingdon,  Uxbridge,  Middlesex  UB100NE 
Telephone:  01-573  9966. 


Milumil.® 

A  well-accepted  babymilk  with  higher  levels  of 
protein  and  carbohydrate.  For  continued 
nourishment  throughout  the  first  year. 


HAIRCARE 


Key  to  the  locks 


kmnm  mMm  n  erorth  war  £560m  in  the  III,  and  has  experienced  treimemdMS  groiftl  in  tike  last  fire  pars,  list 
is  the  pace  of  the  growth  slowing  down?  Chemist  &  Druggist  reports 


Is  the  rate  of  growth  in  the  UK  haircare 
market  a  case  of  "hair  today,  gone 
tomorrow"? 

There  is  no  doubt  that  the  market  is  large, 
varied  and  a  staple  part  of  high  street  trade .  It 
was  worth  £560. 2m  for  the  year  ending  1988, 
compared  with  £514. 6m  for  the  year  ending 
1987,  a  growth  of  9  per  cent.  But  a 
Euromonitor  market  direction  report 
published  for  the  third  quarter  of  1988  sent  up 
a  few  smoke  signals  of  doubt  as  to  whether 
this  growth  rate  could  continue. 

Euromonitor  agreed  that  in  real  terms 
'  'the  growth  rate  in  1987  was  7  per  cent,  close 
to  the  average  growth  rate  for  the  years  1983 
to  1987",  but  pointed  out  that  "while  it  is  a 
plausible  supposition  that  the  UK  market  for 
hair  products  will  continue  to  grow  over  the 
next  few  years,  it  is  more  than  probable  that 
growth  will  slow. ' '  And  it  went  onto  suggest 
that  real  growth  would  average  3  per  cent  per 
annum  for  the  next  five  years. 

The  latest  figures  from  SDC  show  that  the 
industry  has  responded  to  the  ' '  where  do  we 
go  from  here?"  question  positively.  The 
result  has  been  healthy  growth  rates,  with  the 
shampoo  market  rising  by  5  per  cent  year  on 
year  to  £167. 5m  the  hairspray  market  rising 
15  per  cent  to  £122. 7m,  the  styling  market 
performing  yet  again  with  a  21  per  cent  rise  to 
£98. 2m,  and  the  conditioner  market  up  10  per 
cent  to  £64. 8m.  The  only  sector  of  the  market 
to  decline  was  home  perms,  down  by  2  per 
cent  to  £79. 5m. 

But  pharmacists  will  have  to  fight  hard  to 


keep  their  shares  in  the  market.  Figures  from 
Nielsen  (excluding  Boots)  show  how  valuable 
haircare  markets  are  to  independent 
pharmacists,  versus  the  multiples.  But 
although  independent  pharmacies  have 
strengthened  their  hold  in  the  shampoo, 
conditioner,  styling  mousse,  hairspray  and 
home  perm  market,  they  have  lost  share  in  the 
setting  spray  and  styling  lotion  market. 

In  the  shampoo  market,  the  accent  has 
switched  back  to  cosmetic  and  beauty 
products,  and  most  significantly,  there  has 
been  a  redefinition  of  categories  in  the 
shampoo  and  conditioner  market.  Products 
are  no  longer  defined  by  a  hard  and  fast  hair 
' '  type ' '  such  as  dry ,  greasy  or  normal ,  but  are 
increasingly  categorised  to  represent  different 
"conditions"  of  the  hair,  which  include 
permed  and  treated  hair,  dull  lifeless  hair,  and 
hair  that  experiences  frequent  washing.  This 
has  led  to  segmentation,  and  an  increasing 
number  of  specialist  products. 

Conditioner  growth  has  successfully 
mirrored  the  increased  frequency  of  shampoo 
usage,  but  the  real  growth  area  has  been  in 
deep  conditioning  products.  Elida  Gibbs 
recently  launched  a  spin-off  deep  treatment 
Cream  Silk  conditioner,  and  Beecham 
Toiletries  launched  a  Pure  and  Simple  deep 
moisturising  conditioner  as  part  of  a  new 
haircare  range. 

Hairspray  has  been  a  large  product  sector 
for  many  years,  but  the  sector  plateaued  by 
the  early  1980s.  Since  then,  the  styling 
revolution  which  had  produced  such 


phenomenal  growth  of  specific  styling 
products,  has  had  a  spin-off  effect  in  reviving 
the  hairspray  market.  For  example,  Elida 
Gibbs  have  relaunched  their  Harmony 
hairspray  brand,  and  Wella  are  introducing  a 
new  salon  range  of  Wella  Flex  hairsprays  into 
the  stores  (see  below). 

Hand  in  hand  with  this  boost  for  hairsprays 
has  been  a  steady  increase  in  consumer 
demand  for  chlorofluorocarbon-free  "ozone 
friendly"  products.  Figures  from  Nielsen 
show  that  bi-monthly  sales  of  aerosols  fell  10 
per  cent  in  January  and  February,  to  just  top 
the  £2. 5m  mark.  But  sales  of  pump  action 
aerosols  increased  by  39  per  cent  in 
September/October  1988,  31  per  cent  in 
November/December  1988,  and  19  per  cent 
in  January/February  1989,  to  over  £3m 
sterling  sales. 

The  hair  colourant  market  as  a  whole  is 
sluggish,  with  lighteners  and  highlighters, 
particularly  in  the  blonde  spectrum, 
representing  the  growth  area. 

To  this  end  Inecto  are  introducing  three 
new  blonde  shades  of  their  Hint  of  A  Tint 
product  and  Laboratories  Garnier  are 
introducing  a  Cristal  Soleil  styling  spray. 
Garnier  say  that  the  hair  bleach  and  lighteners 
markets  has  grown  from  23.8'to  24.9  per  cent. 

Home  perms  are  gaining  credence  among 
the  young,  breaking  their  image  as  staid  and 
unfashionable  products  for  the  over  50s  and 
there  is  a  strong  indication  that  wet  look  gels 
and  lotions  will  be  big  this  Summer  due  to 
softer,  longer  styles  and  slicker  looks  for  men. 
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L'Oreal  split  portfolio 
into  two  division 

This  month,  L'Oreal  are  separating  their 
business  into  two  divisions  -  L'Oreal 
Parfumerie  and  Laboratoires  Gamier  —  and 
the  haircare  products  will  be  split  between  the 
two.  The  L'OreaJ  portfolio  will  include  Recital, 
Recital  Highlighter  kit,  Les  Blondissimes, 
Velvet,  Energance,  Freestyle,  and  Studio 
Line,  while  Garnier's  portfolio  will  include 
Belle  Color,  Les  Technicoleurs,  Permifique, 
Grafic,  and  Cristal  Soleil.  Geoff  Skingsley  will 
be  marketing  manager  for  the  L'OreaJ  division 
and  Valerie  James  will  be  the  marketing 


manager  for  the  Gamier  division. 

The  restructuring  plan  follows  a  good  year 
for  L'Oreal/Garnier  who  claim  to  have  12.5 
per  cent  of  the  total  market  by  value. 

Laboratoires  Gamier  are  introducing  a 
new  brand  to  their  portfolio-Cristal  Soleil 
spray  in  lightener.  The  spray  is  for  naturally 
blonde  or  light  brown  hair  (£2  .99, 125ml)  and 
is  targetted  at  the  16-24  age  group.  It  is 
sprayed  onto  towel  dried  hair,  then  dried 
naturally,  or  with  a  hairdryer.  It  can  be 
reapplied  every  two  or  three  days  and  should 
not  be  used  on  hair  that  has  been  coloured, 
treated  with  henna  or  completely  bleached. 

Gamier  are  spending  £100,000  on  the 
brand  with  a  radio  and  a  July  Press  campaign 
in  magazines  such  as  Smash  Hits  and  Just  17. 
There  will  also  be  sampling,  in  store  raffles, 
and  a  50p  money-back  offer  which  is  open  until 
the  end  of  the  year.  Some  200,000  leaflets  will 
be  distributed  to  all  trade  sectors. 

L'Oreal  Parfumerie  will  be  pushing  the 
Energance  range  on  TV  and  in  the  Press. 


have  perm  colourcoded,  according  to 
hairtype.  The  products  have  not  been  tested 
on  animals,  and  both  aerosols  are  CFC-free. 

The  new  range  will  be  available  from  mid- 
May  in  selected  chemists,  larger  Boots 
branches  and  department  stores.  It  will  be 
supported  by  a  national  Adshel  poster 
campaign  beginning  in  July,  and  in  store 
activity  will  include  showcards,  leaflets, 
counter  merchandisers  and  shelf  reservers. 

The  Gliss  Corimist  range  is  being 
supported  by  a  £3m  Press  campaign  in  the 
women's  weekly  and  Sunday  supplements. 

Alberto  Culver  target 
'specific  conditioning  needs' 

Alberto  Culver  have  extended  their  hot  oil 
range  adding  two  new  products  to  fulfil 
' '  specific  conditioning  needs  " . 

They  say  that  the  original  salon  formula  is 
most  suitable  for  chemically  damaged  hair,  but 
that  new  V05  hot  oil  with  aloe  vera  should  be 
used  on  mechanically  damaged  hair.  Finally, 
for  limp  and  lifeless  hair  Alberto  have 
developed  extra  body  formula  with  collagen. 

According  to  Cris  Hill,  senior  product 
manager  for  the  range,  ex-factory  sales  were 
up  by  72  per  cent  from  October  1988  to  the 
end  of  February  1989  giving  the  brand  a  1 .5 
per  cent  share  of  the  conditioner  market. 

Alberto's  conservation-orientated 
television  advert'  Great  Style  shouldn't  cost 
the  earth' '  will  be  running  again  in  May/June 
in  a  £1 .75m  campaign,  with  a  Press  campaign 
planned  for  the  end  of  the  Summer. 

The  V05  range  was  relaunched  last  April 
and  is  benefitting  from  TV  support  of  £3. 3m. 

Range  improvements 
hot  from  Elida  Gibbs 

Elida  Gibbs  are  making  a  number  of  changes 
to  their  haircare  range,  in  particular  their 
Dimension  range  has  three  new  variants, 
backed  by  a  £5m  spend  (Counterpoints). 

Elida  have  completely  relaunched  their 
Sunsilk  range  (C&D  April  8).  The  whole  range 
has  been  repackaged,  and  their  new  shampoo 
variants  consist  of  moisturising  for  dry  and 
treated  hair,  balanced  for  healthy  hair, 
frequent  for  added  body,  and  de  parfum  for  a 
lingering  perfume.  Sunsilk 's  new  range  of 
ozone-friendly  hairsprays  offer  a  choice  of  four 
different  types  of  hold  including  normal  hold, 
natural  hold,  firm  hold  and  ultra  hold.  And 
Sunsilk's  new  range  of  styling  aids  include  a 
new  shaping  gel,  and  a  sculpting  mist. 

Harmony  hairspray  was  relaunched  in 
February  in  four  variants  and  the  hair 


colourant  is  being  promoted  in  May  and  June 
with  a  holiday  checklist  in  store. 

Cream  Silk  conditioner  was  relaunched  in 
October  1988  to  get  away  from  the  "which 
one's  your  type?"  catchline.  Press 
covermounts  will  follow  in  the  Autumn. 

Brand  new  strategy 
from  Colgate 

Colgate  Palmolive  are  relaunching  their 
shampoo  range  to  emphasise  a  new  strategy 
of  "sustained  media  investment  to  support 
their  sales  rather  than  price  cutting  deals 
(C&D  Apnl  22). 

The  range  has  been  reformulated  to  three 
variants  "most  relevant  to  today's 
consumer":  mild  general  use,  frequent  use, 
and  dry  and  colour  treated  hair.  Packaging  is 
modem  and  bright,  and  the  formulations  of  the 
range  have  been  improved  with  new 
fragrances  and  a  pearlised  appearance,  tinted 
in  three  different  shades  to  match  the 
packaging  of  the  variants. 

The  new  range  is  much  clearer  for  both 
consumers  and  retailers.  The  old  range  was  a 
mixture  of  medicated  and  non-medicated 
shampoos,  together  with  shampoos  defined 
by  hair  type  ("dry")  and  hair  defined  by 
condition  ( ' ' frequency  " ) ,  and  an  apple  variant . 
' ' Each  retailer  would  stock  a  different  three 
said  Peter  Chase,  UK  director  of  marketing. 

Out  with  the  large  number  of  variants  go 
the  large  number  of  money-off  promotions. 

Size  of  pack  has  been  reduced  from  400ml 
to  350ml  because  the  company  wanted  the 
shampoo  to  have  a  "stronger  beauty 
emphasis"  and  to  have  "credibility  for  all 
women  and  not  just  for  the  family"  said  Mr 
Chase.  "In  terms  of  Palmolive  core  brands,  it 
is  not  inconsistent  to  drop  the  anti-dandruff 
shampoo,  it's  more  of  a  beauty  product." 


Colgate:  rationalisation  and  a  fresher  look 


All  is  New 
from  Schwarzkopf 

Schwarzkopf  are  relaunching  their  New  range 
of  styling  products,  and  are  adding  two  new 
line  extensions  to  the  range. 

New  Super  strong  fixing  spritz  (125ml, 
£1 .95)  comes  in  a  pump  spray  and  can  be  used 
on  damp  and  dry  hair  to  give  "directional 
control  and  superb  hold" ,  say  Schwarzkopf. 

New  hair  wax  (150ml,  £2.95)  come  in  a 
pot,  and  is  said  to  give  the  hair  body  and  shine 
and  to  wash  out  easily. 

All  other  products  have  been  reformulated 
and  repackaged,  with  dramatic  black  and  white 
packaging  which  will  appeal  to  both  male  and 
female  users,  say  Schwarzkopf.  And  packs 


VALUE  OF  HAIR  CARE  MARKETS  TO  CHEMISTS 

Sterling  sales  yr  to  Dec  '88 


cooo 

Total 

Pharmacies 

Multiple 
Pharmacies 

Independent 
Pharmacies 

Shampoos 

12994.8 

8920.9 

4073.9 

Conditioners 

8638.7 

5886.4 

2752.3 

Hairsprays 

14726.2 

4144.3 

10581.9  . 

Styling  Mousse 

5303.5 

1672.4 

3630.9 

Gel 

3887.1 

1307.0 

2580.1 

Setting  sprays 

1574.7 

565.6 

1009.1 

Lotions 

1574.9 

476.2 

1098.7 

Hair  Colourants 

15678.5 

11068.3 

4610.2 

Home  Perms 

5076.0 

3727.0 

1349.0 

Source:  Nielsen  Marketing  Res 

earch 
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Wella  Flex  their 
professional  lines 

Wella  are  introducing  Wella  Flex  professional 
hairspray  to  the  retail  trade,  specifically 
designed  to  meet  the  needs  of  the  30-40  year 
old  woman.  There  are  two  variants  —  firm 
hold  for  coarse  hair,  and  soft,  blow  dried 
styles,  and  extra  firm  hold  for  fine  hair  needing 
volume. 

Wella  Flex  hairsprays  come  in  two  sizes  — 
a  300ml  CFC-free  aerosol,  and  a  150ml  pump 
action  non  aerosol  in  cosmetic  white  and  grey 
packaging.  The  new  hairsprays  are  also 
colour-coded. 

Wella  Balsam  now  has  an  extra  care 
variant  for  permed  hair  in  both  shampoo  and 
conditioner  ( C&D  March  4) .  The  new  launch 
is  being  supported  strongly  on  television  in 
May  and  June  with  a  £2. 2m  spend,  and  another 
television  burst  later  in  the  year.  Coupons 
offering  25p  off  next  purchase  will  also  be 
available  to  encourage  trial,  together  with  a 
sampling  promotion. 

Wella  are  also  introducing  a  warm  beige 
blonde  shade  to  their  Colour  Confidence 
range.  They  say  that  there  will  be  a  £500,000 
Press  advertising  campaign  to  support  the 
brand,  along  with  a  shelf  price  reduction  from 
£2.15  to  £1.95,  and  a  25p  off  next  purchase 
coupon. 

A  new  Californian  blonde  shade  has  also 
been  added  to  the  Wella  hair  streaking  kit. 
Shelf  price  will  be  increased  and  rationalised, 
from  £3.39  and  £3.49,  to  £3.59  in  all  outlets 
and  forthcoming  promotions  include  a  £1  cash 
refund  offer,  60p  off  next  purchase  coupons 
and  a  £250,000  Press  campaign. 

The  Wella  Shockwaves  brand  is  being 
supported  with  a  £lm  campaign  which 
includes  radio  and  Press  coverage  in  a  range 
of  teenage  magazines  and  promotional  on-pack 
offers. 

Grecian  says,  going  grey, 
thinning  out? 

Combe  International  claim  that  the  haircare 
restorative  market  is  worth  £3m  at  rsp,  with 
their  Grecian  2000  range  claiming  a  73  per 
cent  share  of  the  market. 

Grecian  Plus,  which  is  being  launched  in 
May,  aims  to  plug  a  gap  in  the  market.  The 
product  is  a  quick  breaking  foam  which 
gradually  gets  rid  of  grey  hair  and  which  is  said 
to  be  neither  greasy,  nor  messy.  It  thickens 
thinning  hair  and  contains  fortenol  which  can 
give  an  impression  of  fullness.  Grecian  Plus 
will  be  supported  by  a  £150,000  National 
Press  from  July  onwards. 

isrt  ^  4  TM  extends 
blond  spectrum 

Inecto  are  promoting  their  Hint  of  a  Tint  colour 
shampoo  by  extending  their  range  with  three 
new  colours  for  blonde  hair. 

There  will  be  a  £50,000  national  campaign 
starting  in  June  in  magazines  such  as  Just 
Seventeen  and  Smash  Hits. 

Inecto  are  also  launching  a  new  product 
called  the  Lites  series  in  May.  These  are 
professional  streaking  kits  with  one  for  blonde 
hair  called  Hi  lites,  one  for  brown  hair  called 
Mid  lites  giving  mid  bronze  highlights,  and  Lo 
lites  for  black  hair,  giving  mahogany  highlights. 

The  product  is  aimed  at  the  18-25  year  old 
age  range  and  the  Inecto  will  be  spending 
£85,000  to  support  the  launch.  The  first  phase 
of  the  campaign  will  begin  in  June. 


Sun  and  Sea  for 
holiday  time 

Klorane  recently  launched  a  Sun  and  Sea 
shampoo  to  nourish  and  care  for  the  hair  at 
holiday  time  (C&D  April  8) .  It  is  available  in  a 
150ml  tube,  and  is  based  on  natural  extracts 
including  palm  oil  which  acts  as  a  natural  sun 
filter. 


Waxing  with  that 
Wild  Touch 

Original  Additions  have  added  a  styling  wax  to 
their  Wild  Touch  range  of  styling  products. 
The  wax  (£1 .99,  100ml)  is  said  to  give  a  30  per 
cent  profit  on  return  and  to  be  ideal  for  the 
firmer  styling  needs  that  are  currently 
popular,  giving  a  visible  and  glossy  hold. 

Original  Additions  say  that  the  packs  will 
have  a  cost  price  to  the  trade  of  £14 . 52  (dozen) 
yielding  a  profit  of  30  per  cent  on  return. 


Cossack  for  men 
goes  mega  firm 

Reckitt  &  Colman  Household  and  Toiletry  are 
adding  a  new  mega  firm  hairspray  to  their 
Cossack  range  which  is  said  to  "hold  and 
maintain  demanding  hairstyles  for  men". 

Mega  firm  has  been  added  to  the  existing 
hairsprays  in  the  range  and  all  three  will  be 
available  in  125ml,  200ml  and  300ml  sizes  from 
June.  It  is  packaged  in  red  and  black,  and  is 
ozone-friendly. 

Reckitt  are  also  updating  their  Once 
shampoo  with  a  new  formulation  change  to 
tone  down  the  colours  yet  "keep  them 
vibrant.  A  £lm  television  campaign  for  Once 
will  be  on  air  during  July  and  August. 

Variants  for  the  shampoo  have  not 
changed,  but  the  normal  conditioner  has  been 
extended  to  include  fine  and  flyaway  hair  for 
'  'lighter  conditioning" . 

Neutrogena's  oil  free, 
wax  free  conditioner 

Neutrogena  have  launched  an  "oil  free,  wax 
free"  conditioner  (C&D  April  22). 

The  conditioner  (£3.95,  100ml  bottle, 
£2.50,  100ml  tube)  is  said  to  be  free  of  fatty 
oils  and  waxes  which  can  result  in  build  up,  and 
to  be  suitable  for  all  hair  types. 

Neutrogena  say  that  the  conditioner  leaves 
less  coating  on  the  hair,  and  yet  provides  the 


same  conditioning  action.  They  say  that  the 
conditioner  is  also  water-soluble  and  washes 
off  the  hair  easily  and  without  feeling  slippery 
to  the  touch.  Distributors  are  LRC  products. 

Empathy  put  £lm 
into  women's  Press 

Johnson  &  Johnson  say  that  their  Empathy 
shampoo  and  conditioner  brands  increased 
market  share  in  the  40-plus  sector  to  6 . 7  per 
cent  and  4.5  per  cent  respectively. 

This  year,  the  Empathy  range  will  be 
supported  by  a£lm  womens'  Press  campaign 
running  from  mid  May  to  December  in  a  range 
of  womens  titles .  A  J  &  J  spokesman  says  that 
the  new  Press  ad  shows  an  older  woman  over 
40  "playfully  kissing  a  man  on  the  nose" 
because  research  has  shown  that  women  in 
the  over  40  age  bracket  prefer  to  see 
themselves  in  a  more  active  and  assertive 
role . ' ' 

Additonal  promotions  include  an  extensive 
consumer  trial  and  covermounting 
programme,  and  extra  value  packs  across  the 
range. 

Silkience  range 
gets  total  revamp 

Gillette  relaunched  their  Silkience  range  in 
March  to  include  new  products,  new 
formulations  and  fragrances  and  new 
packaging. 

They  have  introduced  Silkience 
Supershine  shampoo  and  conditioner  to 
replace  the  normal  variant  (250ml,  £0.95  and 
200ml  £1.09  respectively).  The  conditioner 
has  been  reformulated  with  a  pending  patent; 
the  styling  range  has  been  repositioned  as 
extra  hold  and  reformulated  without  CFC 
propellants. 

Packaging  has  also  been  revitalised  with 
stylish  graphics  and  a  new  logo. 

The  range  will  be  supported  by  a  £4m 
advertising  budget  including  television  and  the 
womens  Press.  The  new  advert  features  an 
Aretha  Franklin  soul  classic  —  'Respect". 
And  Franklin's  record  company  WEA  plan  to 
re-issue  Respect  to  capitalise  on  the 
advertising  campaign.  The  brand  will  also  be 
supported  by  sampling  campaign  which  will 
include  a  covermounting  programme,  and 
cross  promotions  and  several  trade 
promotions  throughout  the  year. 

Henara  and  Polyfoam 
still  up  for  sale 

Warner  Lambert  have  put  their  haircare 
brands,  including  Henara  and  Poly  foam  perm 
on  the  market  .  In  spite  of  the  uncertainty 
about  future  ownership,  both  brands  are 
undertaking  significant  amounts  of  activity. 
(C&D  Business  news,  March  11). 

Henara  are  launching  a  new  frequent  use 
shampoo  and  conditioner,  which  are 
specifically  for  everyday  use,  and  which  will  be 
available  from  June. 

Warner  Lambert  say  that  both  are  mild  and 
gentle  are  based  on  henna  extract  and  that  the 
condition  the  hair  without  reducing  body  or 
making  it  flyaway. 

The  shampoo  will  cost  £1.25  for  300ml  and 
the  conditioner  will  cost  £1 .25  for  250ml.  All 
products  are  based  on  natural  ingredients  and 
are  not  tested  on  animals. 
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//  you  stocked  Hint  of  a  Tint  last  year,  you'll 
have  noticed  a  few  changes. 

New  packaging.  New  advertising.  Dramatically 
increased  sales.  And  you  don't  need  us  to  tell  you 
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like  Just  17  and  looks.  So  if  you  haven't  stocked 
up  yet,  now's  your  chance. 

We  know  your  customers  like  Hint  of  a  Tint 
for  our  lovely  subtle  colours.  We  think  you'll  like 


what  that  means  to  the  retailer.  Now  we're  launching  three     Hint  of  a  Tint  because  it  will  make  you  a  lovely  profit. 

beautiful  new  summer  blonde  shades,  bringing  our  range  up  to  a  Inecto  Hair  Care,  Rapid o  I  Ltd,  22  St  Margarets  Road,  London 

round  dozen.  And  of  course,  we're  advertising  again  in  titles      W7  2PP.  Telephone  01-579 1221. 
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HINT      OF  A 

twelve   subtle   colours    that    wash   in   and   wash  o 


Poly  Foam  Perm  has  also  been  relaunched 
by  Warner  Lambert  with  new  packaging  and 
an  improved  formula. 

Support  for  the  relaunch  includes  shelf 
edgers  and  window  cards,  together  with  £1  off 
next  purchase  on  promotion  for  all  relaunched 
stock. 

Insignia  goes 
to  the  movies 

In  1989  Insignia  are  linking  with  Cannon  videos 
for  a  joint  promotion  of  the  film  Platoon  which 
will  be  released  in  May.  A  competition  is  being 
run  through  5,000  Cannon  outlets  offering  a 
luxurious  holiday  as  first  prize,  and  Insignia 
products  and  Cannon  videos  as  runners  up.  In 
addition,  500,000  competition  leaflets  are 
being  printed  with  each  leaflet  featuring  a 
money-off  coupon. 

him  relief 
from  Finesse 

In  April,  Helene  Curtis  introduced  two  new 
products  to  its  Finesse  range,  a  shampoo  and 
conditioner  specially  formulated  for  women 
who  perm  or  colour  treat  their  hair. 

To  differentiate  it  from  the  rest  of  the 
range,  the  permed  or  colour  treated  variant 
has  a  rose-coloured  lid  and  colour  bar  on  the 
metallic  blue  packaging  (£1.09,  200ml;  £1.49, 
300ml).  Both  new  products  have  a  PH  level 
compatible  with  permed  and  colour  treated 
hair,  and  Helene  Curtis  say  that  will  clean  and 
moisturise  without  stripping  colour.  Helene 
Curtis  will  be  supporting  the  whole  range  with 
a  television  advertising  campaign,  running 
through  to  May  and  a  Press  campaign. 


HAIRCARE 


Nice  N'  Easy's 
healthy  break 

Bristol  Myers  have  invested  £1.5m  in  a 
national  television  campaign  for  Clairol  Nice  N' 
East  colourant,  which  began  in  February. 
Clairol  say  that  by  the  end  of  July  the  campaign 
will  have  spread  to  all  regions .  The  "  Head  to 
Toe"  commercial  aims  to  promote  the 
conditioning  qualities  of  Nice  N'  Easy  with  the 
message:  "While  you're  keeping  in  great 
condition,  Nice  N'  Easy  does  the  same  for 
your  hair' ' .  The  cover  grey  sector  is  growing 
fast,  say  Bristol  Myers,  with  growth  expected 
among  the  25-34  year  olds  and  45-54  year 
olds.  Loving  Care  is  a  semi-permanent  which 
covers  all  grey,  and  Borne  Blonde 
highlighting/streaking  kits  can  also  be  used  to 
blend  in  the  grey. 

Loving  care  will  be  supported  by  a  £  1.5m 
television  campaign  featuring  the  catchphrase 
'  'There's  nothing  like  it" .  Coverage  will  last 
for  eight  months  of  the  year  and  be  targetted 
at  the  35-55  year  old  woman. 

On  pack  activity  invites  consumers  to  win 
a  weekend  for  two  at  the  Ragdale  Hall  health 
hydro  in  Leicestershire,  with  runner  up  prizes 
of  exercise  bikes  and  Nice  N'  Easy  tracksuits. 
Every  entrant  will  receive  a  coupon  worth  30p 
towards  their  next  purchase  of  Nice  N'  Easy. 

In  January,  Clairol,  launched  an  additional 
variant  to  the  firm  and  normal  hold  range, 
Finale  ultra  hold.  There  will  be  a  £2. 5m 
promotional  package  throughout  1989,  which 
will  include  television,  sampling  offers  and  an 
editorial  competition  in  She  magazine  in  the 
Autumn.  The  next  burst  of  television  will  take 
place  in  July/ August  and  channels  will  include 
LWT,  Central,  Granada,  TTV,  Anglia  and 
HTV.  Sampling  offers  have  taken  place  in 


VERY  BEST 
FOR  HAIR 


The  famous  Mason  Pearson 
cushion  technique  conditions 
as  it  brushes  to  promote 
shining  loveliness. 

HEARSON 

.  -  the  great  original. 

37  Old  Bond  Street,  London  W1X  3AE 


More,  Just  17  and  Ms  London  in  April,  and 
sampling  campaign  is  also  planned  for  the  May 
issue  of  New  Woman.  There  will  be  a  £1  cash 
back  offer  on  Borne  Blonde  lightener,  and  a 
free  sample  offer  on  Borne  Blond  highlights 
either  in  Borne  Blond,  platinum  blond  or  silver 
blond  colourant. 


Haircare?  Its 
Pure  and  Simple 

Beecham  Toiletries  have  launched  a  Pure  and 
Simple  Hair  Care  range  to  complement  their 
existing  skin  care  products.  They  say  that  the 
range  is  a  natural  progression,  and  a  pragmatic 
solution  to  all  haircare  needs,  because  "purity 
and  simplicity  are  no  more  and  no  less  than  a 
beautiful  body  needs. ' ' 

The  range  consists  of  a  gentle  cleansing 
shampoo  (£1 .29,  200ml)  which  Beecham  say 
is  gentle  enough  to  use  as  often  as  you  like;  a 
gentle  hair  conditioner  (£1.29,  150ml)  which 
is  completely  oil-free  to  help  avoid  build  up; 
and  a  deep  moisturising  conditioner  (£1.69, 
125ml)  which  is  a  '  'once  a  week"  treat  for  the 
hair  formulated  with  mineral  oil  to  seal  in  the 
water. 

Vital  point 
for  Vitapointe 

Vitapointe  is  being  supported  with 
promotional  activity  and  in  store  activity  to 
support  the  brand. 

A  major  consumer  Press  campaign  will 
support  Vitapointe  conditioner,  breaking  in 
May /June  and  running  to  the  end  of  1989.  The 
advertisements  have  been  designed  to 
communicate  the  importance  of  protecting  the 


Pure  and  Simple  haircare  —  a  natural  progression? 
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SUNSILK 

gets  it  all  together! 


MOISTURISING 

RESTORES 
:  OHV  AND  TREATED 
HAIR 

175  m! 


PENETRATING 
TREATMENT 

FOR  DRY 
DAMAGED  AND 
TREATED  HAIR 

250  ml 


ULTRA  HOLD 

EXTRA  STRENGTH 
FOR  CREATIVE 
STYLES 


MAXIMUM  STYLE 
AND  HOLD  SPRAY 

FOR  WET 
OflHRV  HAIR 

160  ml 


altogether    altogether      altogether  altogether 


NEW  PACKS 

•  New  totally 
co-ordinated  range. 

•  New  ozone-friendly 
aerosols. 


NEW  PRODUCTS 

•  Sculpting  Mist. 

•  Shaping  Gel. 

•  Ultra-hold  Hairspray. 

•  Moisturising  Shampoo. 

•  Penetrating  Conditioner. 


NEW  ADVERTISING 

•  £5  •  7  million  spend  in 
12  months. 

•  New  internationally- 
proven  campaign. 


TIME  TO . . . 

•  Take  a  fresh  look 
at  Sunsilk. 

•  Get  re-groomed 
for  the  90s. 

•  Gain  new  sales 
from  a  wider, 
younger  usership. 


ELIDA  GIBBS  -  CARING  FOR  HEALTH  AND  BEAU1Y 


HAIRCARE 


hair  from  harmful  UV  rays. 

An  on-pack  travel  competition  offering  a 
£5,000  worth  of  holidays  will  be  run  later  in  the 
year.  Finished  packs  will  carry  details  of  the 
competition,  and  new  in-store  leaflets  will  be 
available  to  support  the  promotion.  Display 
trays  containing  details  of  the  competition  will 
be  available  containing  10xl5g  tubes,  9  x  26g 
tubes,  and  8x45g  tubes. 

ieim  Flex 
their  muscles 

Revlon  relaunched  Flex  at  the  beginning  of 
1989.  The  logo  has  been  repositioned  and  is 
much  more  dominant,  and  in  preparation  for 
1992,  the  pack  has  been  given  a  single 
European  image  with  the  front  copy  in  French 
and  English.  And  pack  size  has  been  changed 
in  line  with  European  sizing;  the  shampoo  and 
conditioner  are  now  available  in  200ml,  and 
500ml  sizes;  a  400ml  size  will  be  available  from 
mid-May. 

Richards  and  Appleby's  little  gem 

Richards  and  Appleby  Little  Gem  haircare 
range  features  a  dry  shampoo  with  a  fine 
aerosol  spray  (£1.15).  All  hairsprays  are  CFC- 
free  and  come  in  normal  hold  ( 1 70ml ,  £0 . 75) ; 
and  extra  hold  (170ml  (£0.75)  and  300ml 
(£1.05).  The  styling  gel  (100ml  £0.72)  have 
built  in  conditioners. 

LA  looks  for 
Saisfwisap  s%te 

DEP's  LA  Looks  scored  high  in  a  competition 
run  in  the  May  issue  of  Looks  magazine. 

The  verdict  was  that  the  product  won  the 
prize  for  smart  packaging  with  everyone 
attracted  by  the  bright  colours  and  easy  brush 
out.  One  tested  voted  it  "good  value  for 
money",  and  all  agreed  that  it  gave  good 
results  in  a  nice  bottle. 


For  electricals  activity 
see  Counterpoints 


Mason  Pearson  brush  up 

Mason  Pearson  have  developed  a  special 
sensitive  brush  (£14.72  plus  VAT)  which 
they  say  will  suit  the  elderly  and  those  who 
have  very  sensitive  scalps.  The  bristles  in 
the  8  brush  are  specially  sorted  and  soft.  The 
brush  is  8.5in  long  and  comes  in  dark  ruby  or 
ivory. 

Lady  Jayne  box  clever 

Over  the  first  of  1989  Laughtons  will  be 
launching  16  new  hair  brushes,  with  a 
premium  range  of  boxed  hair  brushes,  new 
to  the  Lady  Jayne  range,  being  launched 
during  the  first  half  of  the  year. 

Apart  from  traditional  styles  of  brushes, 
new  innovations  are  being  introduced  to  the 
market.  The  vent  style  of  brush  has  now 
been  developed  to  include  two-tone  pads, 
tipped  pins,  and  makes  an  ideal  lightweight 
companion  for  holidays  say  Laughton.  Low 
static  properties  added  to  current  style 
provide  a  very  real  benefit  for  fine  hair. 

An  innovation  from  Lady  Jayne  is  the 
Swirflow  Brush  a  registered  design  that 
particularly  demonstrates  ideal  benefits  for 
creating  blow-dry  styles  and  which  has 
tipped  pins  to  protect  the  hair. 


Boys 
and  gels 


Courtesy  Dep  UK 

Fixing,  moussing,  spritzing,  spot 
targetting,  slicking  back  for  a 
brilliantined  look  and  lotion  styling  for 
a  softer  wave;  kids  are  doing  it  all,  and 
becoming  more  and  more  important 
players  in  the  marketplace. 

When  Kerry,  15,  commented  on  a  mass 
market  teenage  product  she  seemed  to  know 
what  she  wanted  to  get  out  of  it .  "I  think  this 
product  is  very  good' '  she  said  "as  it  seems 
to  last,  gives  good  body,  you  don't  need  much, 
and  it  looks  good.  I'd  definitely  buy  it." 

Kerry  is  not  on  her  own;  the  majority  of 
styling  aid  users  are  under  25,  with  gels  being 
worn  heavily  by  the  boys,  and  mousses  and 
hairsprays  being  bought  in  vast  quantities  by 
girls.  The  total  styling  products  market  was 
worth  £98.2m  in  December  1988,  a  rise  of  21 
per  cent  year  on  year.  In  the  mousses,  gels 
and  lighteners  market,  16  per  cent  of 
purchases  came  from  15-17  year  olds,  a  rise 
of  16  per  cent,  and  only  13  per  cent  of 
purchases  came  from  18-24  year  olds,  a  rise 
of  3  per  cent.  In  the  gels  and  cremes  category, 
25  per  cent  of  purchasers  were  aged  between 
15-17  (a  rise  of  7  per  cent)  and  17  per  cent  of 
users  were  aged  between  18  and  24  (a  rise  of 
8  per  cent) . 

The  youth  market,  then,  is  a  force  to  be 
reckoned  with.  But  the  target  group  has 
precise  requirements  for  purchase,  and 
established  brands  like  Wella's  Shockwaves. 
Dep  UK's  LA  Looks  and  most  recently 
L'Oreal's  Grafic  are  geared  to  meet  the 
expectations  of  teenagers  who  are  fussy  and 
easily  swayed  by  peer  pressure.  "The  gang 
shop  is  very  much  in  evidence"  says  Suzy 
Wynbergen,  product  manager  for  LA  Looks. 
"Look  around  any  retail  outlet  on  a  Saturday, 
and  you  will  see  gaggles  of  young  girls,  all 
clustered  around  the  hairstyling  products,  so 
peer  group  pressure  is  very  important.  Bruce 
Levy,  product  manager  for  Harmony  agrees. 

"Younger  users  tend  to  be  more 
experimental,  to  have  more  controlled  styles, 
and  to  need  more  assurance  from  the 
products"  he  said. '  'They  want  to  please  their 
peers,  and  yet,  stand  out  from  the  crowd. ' ' 

As  standing  out  from  the  crowd  gets  more 
and  more  difficult,  how  can  a  haircare  product 
help?  First  and  most  important,  says  Ms 


Wynbergen,  the  brands  have  to  be  fun  and 
fashionable.  Her  own  brand,  LA  Looks  was 
originally  launched  in  1988  as  "total  styling 
range"  for  a  core  market  of  14-17  year  olds, 
although  the  range  goes  up  to  20-24  year  olds 
and  down  to  11-12  year  olds.  The  aim  was  to 
be  youthful  looking,  and  especially  to  be 
unisex,  because  a  lot  of  the  "older"  brands 
were  male  or  female  orientated. 

For  a  sixteen  or  seventeen  year  old,  the 
most  important  thing  is  to  make  a  statement 
about  yourself,  she  says,  so  the  brand  promise 
has  to  have  an  individual  look.  "In  terms  of 
hairstyling  they  are  doing  a  lot  of  the  buying 
themselves.  When  it  comes  to  shampoo  and 
conditioner,  they  are  happy  to  use  what  mum 
puts  in  the  bathroom.  When  it  comes  to  styling 
products  they  are  very  much  more  selective. ' ' 
Dramatic  designs  and  striking  shelf 
presence  are  important  —  as  are  realistic  price 
points  in  the  under  £2  category.  They  like  big, 
attractive  packs"  said  Ms  Wynbergen  '  'they 
haven't  got  much  disposable  income  and  they 
want  value  for  money  —  some  can  get  through 
a  can  of  hairspray  in  two  weeks! ' ' 

The  way  that  the  products  are  described 
is  important,  too.  Names  like  extra  hold,  super 
hold,  extra  body,  and  ultra  hold  are  rife  among 
youth-orientated  products,  because  "they 
want  to  make  sure  that  they  are  getting  the 
best  possible  hold.  They  want  to  be  sure  that 
their  hair  won't  flop  by  the  time  they  get  to 
school"  she  said. 

Aspirations  are  important,  too,  according 
to  Ros  Fletcher,  technical  coordinator(retail 
marketing)  for  Wella,  with  role  models  and 
teenage  heros  becoming  ever  more  the  clean- 
cut  consumer  dream.  "Some  of  the  pop 
groups  are  much  smarter  than  they  used  to 
be"  she  said.  "Take  Bros,  who  have  a  huge 
following  of  trendy  people,  for  whom  style  is 
very  important.  Boys  in  particular  are  very 
keen  on  looking  right. ' ' 

"Looking  right"  at  the  moment  means 
fuller,  softer  styles  for  girls,  and  chin  length, 
spiked,  and  slicked-back  brilliantined  looks  for 
boys.  And  there  is  evidence  to  suggest  that 
kids  who  want  to  look  right  are  getting 
younger  and  younger. 

It  is  difficult  to  undertake  a  market 
research  project  on  children  under  16, 
because  of  stringent  legal  specifications  as  to 
the  ways  in  which  tests  can  be  carried  out. 
Nevertheless,  Wella  are  convinced  that 
although  core  users  of  their  Shockwaves 
range  are  13,  kids  as  young  as  8,  9,  and  10  are 
using  the  products.  In  fact,  they  are  prepared 
to  pin  it  down  still  further,  and  say  that  51  per 
cent  of  kids  under  11  use  styling  products. 

And  awareness  of  the  environment  is  very 
high  among  teenagers,  according  to  Suzy 
Wynbergen.  "Young  kids  are  very  concerned 
that  the  products  are  environmentally 
friendly." 

In  the  past,  teenagers  have  proved  tough 
nuts  for  media  buyers  to  crack,  because  they 
are  notoriously  light  television  viewers.  Now, 
the  companies  that  produce  trendy  designer 
haircare  for  youngsters  have  gone  back  to  the 
magazines  that  match,  like  Smash  Hits,  Just 
Seventeen  and  19  to  name  but  a  few.  Cinemas 
are  currently  experiencing  a  revival,  and  you'll 
find  many  more  teen-orientated 
advertisements  if  you  go  down  to  the  cinema 
these  days.  In  fact,  the  best  way  to  get  a  grasp 
of  the  market  is  to  take  a  look  at  the  target 
market,  and  read  the  magazines;  only  then  will 
you  be  able  to  distinguish  products  that  would 
be  considered  a  load  of  rubbish  from  the  ones 
that  are  "well  hard"! 
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We  can  empty  your  shelves 
as  quickly  as  you  fill  them. 

In  addition  Numark  Newsline,  your  own  newspaper,  is 
packed  with  useful  selling  and  marketing  advice  as  well 
as  news  of  personalities  and  events. 

Numark  is  already  the  choice  of  over  2,500  chemists. 
If  you  would  like  to  join  them,  contact  your  local  whole- 
saler or  telephone  Geoff  Bass  on  (0985)  2 1 5555. 


THE  BRIGHTEST  WAY  TO  SHOP 


Fast  delivery  of  a  large  range  of  ethical  and  OTC 
products  is  a  feature  of  the  Numark  service. 

But  we  also  help  our  chemists  empty  their  shelves. 

Every  month  they  receive  comprehensive  Salesline 
kits  of  colourful,  big  impact  merchandising  and  display 
material,  including  window  bills,  shelf  barkers,  stack 
cards  and  illustrated  posters. 

This  material  reinforces 
Numark  advertising  at  point 
of  sale  to  give  busier  tills 
and  more  profit.  j 

These  days  you  need 
to  shout  to  be  heard.  £p§ 


HAIRCARE 


A  softer  wave 

Women  have  traditionally  been  wary  of  using  home 
perms.  Here,  Mary  Lawton  of  Beecham  Products  Research 
Department  and  Debra  Redbourn  of  the  Cosmetic  Toiletry 
&  Perfumery  Association  explain  the  technicalities  behind 
home  perming,  and  the  ways  in  which  the  products  have 
been  improved. 


Perming  methods  have  advanced  enormously 
since  Egyptian  times  when  ladies  sat  in  the  sun 
with  their  hair  wrapped  around  twigs  and 
covered  in  mud!  Today's  consumers  demand 
perms  that  give  natural,  easy-to-maintain 
styles  with  added  body. 

Hair  keratin  is  strong  and  elastic  and  must 
be  structurally  altered  in  order  to  change  the 
shape  of  the  hair.  Hair  can  be  regarded  as 
being  made  up  of  a  series  of  long  parallel 
polypeptide  chains  connected  by  cross 
linkages  (Fig  1). 

Even  water  alone  can  disrupt  the  hydrogen 
and  salt  bonds.  The  water  softens  the  hair 
making  it  more  flexible,  enabling  it  to  be 
reshaped  to  maintain  its  style  after  drying. 
However,  the  effect  is  not  long  lasting,  as  any 
moisture  will  cause  the  hair  to  soften  again  and 
the  wave  to  drop  out.  Also,  the  disulphide 
bonds  tend  to  pull  the  hair  back  to  its  original 
shape.  Setting  lotions  and  hair  sprays  can 
mechanically  help  to  stop  this  process  but  they 
are  not  resistant  to  shampooing.  Any  wave 
formed  then  is  therefore  temporary. 

Permanent  waving  involves  two 
processes:  reduction,  or  the  breaking  of 
disulphide  bonds,  and  oxidation  (also  termed 


neutralisation)  which  is  the  reforming  of 
bonds.  The  term  "softened"  can  be  used  to 
describe  the  reduction  step,  and  "hardened" 
the  oxidation  step  (fig  2) . 

The  disruption  of  the  S-S  bond  at  room 
temperature  can  be  achieved  by  using  alkaline 
solutions  of  thiol  compounds  or  solutions 
based  on  ammonium  sulphite  and  bisulphite  at 
neutral  or  weakly  alkaline  pH.  By  far  the  most 
popular  is  thioglycollic  acid.  This  reaction  is 
also  pH-dependent  and  care  must  be  taken  not 
to  have  too  high  a  pH  or  the  reducing  effect  will 
be  greater  and  there  could  be  damage  to  the 
hair  (fig  3). 

Other  thiols  such  as  glycerol  thiogly collate, 
thiolactic  acid  and  thioglycollamides  can  be 
used.  These  are  all  rather  less  efficient  than 
thioglycollic  acid  but  have  advantages  in  that 
they  may  be  more  suitable  for  hair  already 
damaged  or  have  a  better  odour.  Many  other 
reducing  agents  have  also  been  studied,  and 
the  use  of  enzymes  has  been  suggested. 
There  has  also  been  a  recent  interest  in  cold 
permanent  waves  based  on  sulphites  and 
these  are  available  on  the  home  use  market. 

Oxidation  of  the  hair  after  any  of  the 
reducing  treatments  is  needed  to  "harden' '  or 


fix  the  structure  into  its  new  configuration. 
This  can  be  achieved  simply  by  atmospheric 
oxygen  or  more  quickly  by  hydrogen 
peroxide,  bromate  or  perborate.  The  use  of 
products  which  rely  on  aerial  oxidation  have 
been  largely  discontinued,  and  now  chemical 
oxidation  is  usually  used  for  its  speed.  The 
oxidiser  should  be  applied  after  shampooing  or 
blotting  of  the  hair  in  order  to  achieve 
complete  removal  of  the  reducing  agent. 

However,  no  matter  which  oxidation 
procedure  is  used,  not  all  the  disulphide  bonds 
can  be  recreated.  Only  the  thiol  groups 
positioned  closely  enough  will  be  joined.  The 
other  thiol  groups,  which  are  now  situated  too 
far  apart,  will  undergo  other  oxidation 
reactions.  This  means  the  hair  itself  is 
weakened  as  there  is  not  the  full  compliment 
of  bonds  and  the  reformed  links  are  under 
some  strain.  This  leads  to  the  "permanent 
wave"  tending  gradually  to  relax  and  the  style 
can  eventually  be  lost. 

For  the  sulphite-cleaved  bonds,  the 
keratin  thiosulphate  is  oxidised  first  by  alkali 
and  oxygen,  and  then  the  two  halves 
recombine  to  give  the  new  disulphide  cross 
link.  It  is  not  clear  how  the  oxidation  reaction 
wares  far  works  for  thiol-reduced  bonds,  but 
put  at  its  simplest,  it  is  the  reversal  of  the 
reduction  process.  In  either  case,  by-products 
may  be  oxidised  into  different  states. 

The  great  majority  of  waving  preparations 
are  based  on  ammonia  and  ammonium 
thioglycollate  with  a  pH  of  between  9.2  and 
9.5. 

Waving  (reducing)  preparations  are  usually 
in  the  form  of  lotions  which  can  be  clear  or 
opaque.  They  are  of  low  viscosity  to  aid 
penetration  of  the  hair,  but  care  must  be  taken 
to  avoid  dripping  when  applying.  For  home 
perms  the  concentration  of  the  thiol 
component  is  less  than  that  permitted  for 
professional  use. 

Recent  introductions  to  the  market  are 
waving  preparations  in  the  form  of  "aerosol 
dispensers" .  These  have  the  advantage  that 
they  do  not  suffer  from  air  oxidation  of  partially 
filled  containers.  The  product  under  pressure 
comes  out  as  a  quick  breaking  foam.  They  are 
easy  to  apply,  and  allow  even  penetration  of 
the  reducing  agent  through  the  wound  hair 
before  the  foam  collapses. 

Different  strengths  of  the  reducing  agent 
(eg  thioglycollic  acid)  can  be  formulated  in  the 
products  for  the  different  hair  types  and 
needs.  For  example,  a  lower  level  of  reducer 
is  found  in  waving  preparations  for  bleached 
hair  as  the  hair  is  more  porous . 

But  thioglycollic  acid  is  prone  to  aerial 
oxidation  and  one  of  the  products  of  this  is  the 
foul  smelling  hydrogen  sulphide.  If  traces  of 
iron  are  present  this  reaction  is  catalysed,  so 
many  formulations  include  sequestering 
agents  to  remove  the  iron  and  the  tendency 
for  home  perms  to  have  an  unpleasant  odour. 

The  pH  of  the  product  is  normally  adjusted 
to  ensure  effectiveness  maximum.  Some  are 
formulated  at  slightly  less  than  optimum  pH  to 
give  reduced  hair  damage.  For  example, 
ammonium  thioglycollate  solutions  can  be 
buffered  at  7.5-8  with  ammonium  carbonate  or 
bicarbonate. 

Acid  permanent  waving  is  now  more 
popular.  These  products  use  glyceryl 
monothioglycollate  as  the  softening  agent  at  a 
pH  of  7.  As  glyceryl  monothioglycollate  is 
unstable,  these  products  are  packaged  in  two 
compartment  containers,  the  contents  being 
mixed  immediately  prior  to  use.  Acid  waving 
tends  to  be  restricted  to  salon  use  only. 

Apart  from  acid  perms,  reduction 
processes  are  carried  out  in  alkaline  conditions 
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HAIRCARE 


(pH  9.2-9.5),  which  causes  the  hair  to  swell 
and  the  flat  protective  outer  cuticle  scales  lift 
up  slightly,  allowing  the  reducing  agents  to 
penetrate  through  to  the  cortex  more  easily. 

Ammonia  is  the  most  common  source  of 
free  alkali  and  neutralising  agent.  Since  it  is 
volatile,  the  alkalinity  decreases  during  the 
process,  and  therefore  its  effect  on  the  skin  is 
transient.  However,  it  has  the  drawback  of 
possessing  an  odour  which  is  hard  to  mask. 
Other  sources  of  alkali  used  are  the 
alkanolamines,  such  as  monoethanolamine 
which  it  is  claimed  is  easier  to  perfume,  and 
gives  a  softer  wave. 
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Other  ammonium  salts  such  as  ammonium 
carbonate  and  bicarbonate  are  often  added.  As 
well  as  acting  as  buffering  agents  and 
secondary  alkali  sources,  and  therefore 
maintaining  the  pH  despite  the  volatility  of 
ammonia,  it  is  believed  these  salts  help  speed 
up  the  reaction,  confer  mildness  and  improve 
the  condition  of  the  hair. 

Ammonia  can  be  created  insitu  by  adding 
urea  and  the  enzyme  urease.  Urea  will  also  act 
as  a  swelling  agent  for  the  hair. 

Other  additives  are  also  needed  including: 
B  Detergent  at  low  levels  to  aid  spreading 
and  penetration  of  the  lotion  into  the  hair.  This 
also  helps  perfume  solubilisation. 


Perm  damage,  courtesy  the  Philip  Kingsley 
Trichological  Clinic 

■  Conditioning  agents  to  aid  the  condition  of 
the  hair  such  as  lanolin  derivatives,  protein 
hydrolysates. 

■  Opacifiers  because  many  consumers 
perceive  opaque  milky  lotions  as  being 
"richer"  and  "gentler".  Often  the  same 
ingredient  can  be  used  as  a  conditioning  agent. 

■  Resins  to  give  improved  body,  strength 
and  elasticity  to  the  hair. 

■  Perfume  to  cover  the  odour  of  the  thiol 
compound  (in  cold  waves),  free  amine  or 
ammonia,  and  the  odour  formed  on  reduction 
of  the  hair.  Formulations  usually  contain  up  to 
0.5  per  cent  perfume. 

■  Colouring  agents  must  be  chosen  carefully 
as  they  must  be  stable  in  the  strongly  reducing 
solution. 

■  Water,  which  should  be  demineralized  to 
avoid  impurities. 

The  most  commonly  used  neutralizer  is 
hydrogen  peroxide  as  it  is  cheap  and  easy  to 
handle.  For  salon  use  it  can  be  obtained  as  a 
concentrated  solution  which  needs  dilution. 
For  home  use  it  is  sold  as  a  stabilized  ready-to- 
use  solution  at  the  right  concentration.  The  pH 
of  the  neutraliser  is  usually  around  3.5.  A 
pyrophosphate  and  phosphoric  acid  mixture  is 
often  used  to  buffer  the  solution,  and  obtain 
the  correct  pH.  In  addition,  a  stabilizer  and  a 
sequestrant  are  added. 
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As  well  as  similar  additives  to  those  found 
in  waving  preparations,  conditioning  agents 
are  also  often  used  to  improve  the  hair.  These 
can  be  added  afterwards  as  a  separate  step,  or 
included  in  the  neutraliser  formulation.  Recent 
reported  work  has  been  on  a  more  permanent 
hair  conditioner  that  will  last  through  several 
shampoos. 

This  work  has  utilized  the  formation  of  a 
covalent  bond  between  the  conditioning  agent 
and  hair  keratin.  Here  the  conditioner  (a 
keratin-based  protein)  is  added  after  the 
waving  lotion  and  before  the  neturaliser.  The 
hydrolysed  keratin  protein  contains 
cystine/cysteine  residues,  and  so  can 
covalently  bond  via  the  disulphide  links  during 
the  permanent  waving  process.  Experts  say 
that  this  conditioning  effect  should  persist 
through  12  shampoos. 

Many  factors  can  lead  to  the  variations  in 
results  in  hair  perming.  Some  of  the  most 
common  are  listed  below. 

The  character  of  the  hair  will  have  a 
significant  effect.  Fine  hair  or  hair  weakened 
by  bleaching,  previous  perming  or  dying  is 
more  porous  and  can  lead  to  frizziness.  And 
colouring  and  perming  should  never  be  carried 
out  at  the  same  time. 

Hair  that  is  too  long  and  heavy  will  cause 
the  perm  to  drop  out,  and  should  not  be 
immediately  re-permed  as  the  hair  may  be 
porous. 

Choice  of  lotion  is  extremely  important. 
The  drier  the  hair,  the  softer  the  perm  that 
should  be  used.  The  lotion  chosen  is  one  of  the 
main  factors  effecting  the  degree  of  curl. 

In  cold  waving  the  ambient  temperature  in 
the  salon  or  home  can  have  an  effect  on 
processing  time.  And  if  processing  time  is  too 
long,  excessive  softening  of  the  hair  can  occur, 
leading  to  hair  breakage. 

Penetration  rate  depends  on  the  presence 
of  the  wetting  agents  and  the  nature  of  the 
hair.  Fine  hair  will  be  penetrated  more  rapidly 
than  coarse  hair. 
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The  curl  size  depends  on  the  diameter  of 
the  curler.  The  smaller  the  diameter  of  the 
roller,  the  tighter  the  curl.  When  hair  pins  are 
used  to  make  flat  curls  approximately  lin  in 
diameter  this  is  known  as  demi-waving  and  is 
not  as  long  lasting.  Also  the  amount  of  hair  on 
the  curler  is  another  factor  to  take  into 
consideration. 

The  neutralizing  step  is  important,  as  it 
determines  the  set  of  the  wave  and  the 
rebuilding  of  keratin.  As  a  safeguard,  the  hair 
must  be  carefully  rinsed  beforehand  to 
eliminate  reducing  lotions. 

With  the  advancement  of  cosmetic 
science,  consumers  can  be  more  confident 
that  home  perms  will  give  the  desired  style 
and  leave  the  hair  looking  healthy.  Following 
the  guidelines  above,  and  adhering  to  the 
manufacturers  instructions  closely  will  help  to 
achieve  the  softer  wave  that  most  women  are 
looking  for. 

Mary  Lawton  is  European  Regulatory  Officer 
at  Beecham  Products  Research  Department, 
and  former  scientific  officer  at  the  CTPA. 
Debra  Redbourn  is  the  present  scientific  officer 
at  the  CTPA. 
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CLINICAL  PHARMACY 


Turning  a  deaf  ear... 

Ear,  nose  and  throat.  Part  1:  The  Ear 

In  the  first  of  a  two  part  article  on  ear,  nose  and  throat  problems,  Kathy  Wallis,  staff 
pharmacist  (clinical  services),  Charing  Cross  Hospital  and  Annie  Weatherill,  staff  pharmacist 
Central  Middlesex  Hospital,  consider  disorders  of  the  ear  and  the  way  they 
can  be  managed.  Both  authors  are  tutors  on  the  North  West  Thames  regional  clinical 

pharmacy  training  scheme 


STRUCTURE 


The  ear  has  two  functions,  hearing  and 
balance.  The  semicircular  canals  are 
concerned  with  balance  and  the  external  ear, 
middle  ear  and  cochlea  are  concerned  with 
hearing  (fig.  1). 

The  external  ear  (pinna)  collects  sound 
waves  into  the  external  auditory  canal  and  into 
the  eardrum  (tympanic  membrane). 

The  middle  ear  is  a  space  filled  with  air  in 
the  temporal  bone.  The  eustachian  tube  joins 
the  middle  ear  to  the  nasopharynx.  This  tube 
is  usually  closed  except  when  chewing, 
swallowing  or  yawning,  then  it  is  open  so  the 
air  pressure  on  either  side  of  the  eardrum  is 
equal.  In  this  space  are  three  small  bones,  the 
ossicles  (malleus,  incus  and  stapes).  These 
are  located  on  the  inner  side  of  the  eardrum 
and  transmit  vibrations  of  sound  waves  from 
the  eardrum  to  the  oval  window  of  the  inner 
ear. 

The  inner  ear  (the  labyrinth)  is  again 
situated  in  the  temporal  bone  and  consists  of 
two  parts,  one  inside  the  other;  the 
membranous  labyrinth  within  the  bony 
labyrinth.  The  area  between  both  parts  is  filled 
with  a  watery  fluid  (perilymph),  and  within  the 
membranous  labyrinth  the  canals  are  filled 
with  a  second  fluid,  endolymph.  These  two 
fluids  are  completely  separate. 

There  are  hair  cells  in  the  walls  of  the 
membranous  labyrinth,  the  base  of  which  is 
bathed  in  perilymph  and  the  apex  in 
endolymph. 

The  cochlea  is  a  coiled  tube  divided  into 
three  chambers  lengthwise  (the  scalae)  by 
membranes.  The  upper  and  lower  chambers 
contain  perilymph  and  are  connected  at  the  tip 
of  the  cochlea.  The  upper  chamber  starts  at 
the  oval  window  while  the  lower  chamber 
starts  at  the  round  window.  The  middle 
cochlear  chamber  is  continuous  with  the 
membranous  labyrinth,  contains  endolymph 
and  does  not  connect  with  the  other  two 
chambers. 

The  membrane  that  separates  the  upper 
and  middle  chambers  (the  basilar  membrane) 
contains  a  group  of  auditory  receptors  (hair 
cells)  known  as  the  organ  of  corti.  This  runs 
the  length  of  the  cochlea.  Nerve  endings  are 
found  at  the  base  of  the  hair  cells.  There  is  a 
thin  viscous  but  elastic  membrane  covering 


Figure  1.  Anatomy  of  the  ear 
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NASOPHARYNX 


the  hair  cells  (tectorial  membrane)  in  which 
the  tips  of  the  hair  cells  are  embedded. 

The  semicircular  canals  in  both  ears  are 
positioned  perpendicular  to  each  other  to 
provide  orientation  in  all  directions.  The  bony 
and  membranous  canals  follow  the  same 
pattern  throughout  the  inner  ear,  and  hair  cells 
join  the  canals  to  the  auditory  nerve. 

FUNCTIONS 

1  Hearing 

Sound  vibrations  travel  from  the  oval  window 
to  the  fluid  of  the  upper  chamber  and  are  then 
transmitted  to  the  fluid  in  the  middle  chamber, 
the  basilar  membrane  and  to  the  fluid  in  the 
lower  chamber.  When  the  oval  window  moves 
in,  the  round  window  moves  out  and  vice 
versa. 

This  mechanical  energy  is  converted  to 
electrical  impulses  by  the  hair  cells  as  the 
basilar  membrane  vibrates.  The  impulses  are 
carried  by  the  auditory  nerve  to  the  brain  stem 
and  thence  to  the  auditory  cortex. 

At  low  frequencies  the  whole  of  the  basilar 
membrane  vibrates  and  one  nerve  impulse  is 
produced  for  each  vibration,  the  sense  of  pitch 
being  determined  by  the  frequency  of  nerve 


impulses.  At  high  frequencies  only  the  base  of 
the  basilar  membrane  close  to  the  oval  window 
vibrates,  and  here  the  pitch  is  sensed  by  the 
pattern  of  vibration  of  the  membrane. 

2  Balance 

As  the  three  semicircular  canals  are  at  right 
angles,  acceleration  in  any  direction  can  be 
detected.  Movement  of  the  fluid  is  delayed 
slightly  compared  to  movement  of  the  head, 
so  that  when  the  head  is  moved  suddenly  the 
fluid  is  not  yet  moving  and  when  the  head  is 
stopped  suddenly  the  fluid  is  still  moving.  This 
fluid  motion  stimulates  the  nerve  endings  at 
the  base  of  the  hair  cells,  and  hence 
acceleration  is  detected. 

DISORDERS  OF  THE  EAR 

1  Otitis  externa  is  an  inflammation  of  the 

external  auditory  canal.  It  is  caused  by  a  fungal 
or  bacterial  infection,  or  by  a  variety  of 
irritants,  eg  hair  lacquers  and  dyes,  perfume, 
earrings.  It  is  common  in  swimmers  (possibly 
due  to  irritation  by  chlorine  or  the  warm, 
humid  atmosphere)  and  in  patients  with 
psoriasis. 
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CLINICAL  PHARMACY 


A  patient  may  complain  of:- 

■  temporary  deafness  in  the  affected  ear 
B   attacks  of  itching  or  pain  and  a  watery 

discharge  if  inflammation  is  diffuse 

■  pain  with  a  visible  swelling  or  boil  if 
inflammation  is  localised. 

In  an  acute  onset  of  pain,  over-the-counter 
oral  analgesics  (eg  paracetemol,  aspirin  or 
codeine)  or  analgesic  ear  drops  may  provide 
symptomatic  relief.  This  is  often  sufficient 
treatment  but  in  severe  conditions  patients 
must  go  to  a  doctor. 

Medical  treatment  includes  insertion  of 
wicks  of  ribbon  gauze  impregnated  with 
glycerin  and  icthammol,  which  keeps  out 
water  and  objects  used  to  scratch  the  ears.  It 
also  reduces  swelling  within  the  external  canal 
by  mechanical  pressure,  and  cleans  debris 
from  the  ear  on  removal. 

Syringing  the  ear  may  not  be  possible  due 
to  inflammation  and  pain,  and  should  be 
avoided  so  as  to  keep  the  ear  as  dry  as 
possible. 

Once  the  eardrum  is  visible,  ie  swelling  has 
reduced  sufficiently,  and  it  can  be  seen  that  the 
eardrum  is  not  perforated,  an 
antibiotic/steroid  preparation  is  prescribed, 
usually  commencing  with  a  broad  spectrum 
antibiotic,  eg  Gentisone  HC  or  Sofradex.  The 
treatment  course  using  such  drops  should  be 
monitored  since  long  term  use  may  lead  to 
secondary  fungal  infection.  If  cellulitis  of  the 
pinna  occurs  treatment  with  an  oral  penicillin  is 
initiated. 

Counselling  points 

•  Water  must  be  kept  out  of  the  ear 
(swimmers  should  use  ear  plugs) . 

•  Patients  should  avoid  scratching  the  ear 
with  finger-nails  or  sharp  instruments. 

•  The  scalp  should  be  inspected  and  any 
chronic  skin  condition  treated  appropriately. 

•  Irritants  such  as  hairspray,  shampoos, 
perfume  and  jewellery  should  be  avoided  for 
treatment  to  be  effective. 

2  Acute  otitis  media  s  acute 

inflammation  of  the  middle  ear  and  is  common 
in  children,  although  it  can  occur  at  any  age.  It 
is  caused  by  a  bacterial  or  viral  infection  that 
passes  from  the  nasopharynx  to  the  middle  ear 
via  the  eustachian  tube.  Infants  are  more 
vulnerable  following  their  frequent  upper 
respiratory  tract  infections  as  they  have  not 
yet  acquired  immunity.  However,  incidence 
falls  once  they  are  six  years  old.  If  otitis  media 
develops  within  the  first  year,  a  child  is  more 
likely  to  suffer  recurrent  attacks. 

Inflammation  leads  to  eustachian  tube 
obstruction  and  so  the  middle  ear  becomes 
further  inflammed  due  to  increased  pressure 
and  bacterial  growth.  This  excess  pressure 
causes  the  eardrum  to  bulge  out  and  if  left  may 
cause  perforation. 

The  patient  complains  of  severe  earache 
and  hearing  loss  in  the  affected  ear  (not  seen 
with  otitis  externa)  and  presents  with  fever 
and  sometimes  a  runny  nose.  Ear  discharge 
may  occur  especially  if  the  eardrum  is 
perforated . 

OTC  analgesia  and  local  anaesthetics  (eg 
Auralgicin,  Auraltone)  may  provide  some  pain 
relief  but  care  must  be  taken  not  to  mask  the 
fever  and  other  symptoms. 

Sympathomimetic  nose  drops  such  as 
ephedrine,  phenylephrine  and  xylometazoline 
will  constrict  blood  vessels  and  thus  reduce 
the  thickness  of  the  eustachian  tube,  hence 
relieving  pressure  in  the  middle  ear. 
However,  patients  must  always  be  referred  to 
their  GP. 


There  is  controversy  as  to  whether  or  not 
an  antibiotic  should  be  prescribed  since  85  per 
cent  of  cases  resolve  spontaneously  and  many 
are  of  a  non-bacterial  nature.  Indiscriminate 
use  of  antibiotics  may  encourage  resistant 
organisms  and  if  infants  are  prescribed  an 
antibiotic  there  is  less  chance  they  will  develop 
immunity  against  further  infection.  However, 
in  general,  oral  amoxycillin  is  prescribed  and 
for  those  patients  allergic  to  penicillin, 
erythromycin  is  the  drug  of  choice.  But  these 
are  useful  only  if  started  within  48  hours  of 
symptoms  developing. 

Treatment  failure  may  be  a  result  of 
resistant  organisms  which  produce  beta- 
lactamase  enzyme  in  which  case  amoxycillin 
plus  clavulanic  acid  (a  beta-lactamase  inhibitor) 
combination  (Augmentin)  may  be  used. 
Antibiotic  ear  drops  are  not  appropriate  in 
acute  otitis  media. 

Counselling  Points 

•  Avoid  over-zealous  nose  blowing  to 
prevent  organisms  being  forced  up  the 
eustachian  tube. 

•  Advise  the  patient  to  drink  plenty  of  fluids 
to  counteract  fever. 

•  If  a  perforated  eardrum  is  suspected  (ie  if 
there  is  discharge)  do  not  use  ear  drops. 

•  Advise  that  the  head  is  tilted  well  back 
when  instilling  nose  drops  so  that  they  reach 
the  nasopharynx  and  hence  the  eustachian 
tube. 

•  The  patient  must  seek  medical  advice. 

3  Chronic  otitis  media  is  a  persistent 

infection  of  the  middle  ear  usually  due  to  a 
bacterial  or  viral  infection  and  generally  follows 
acute  otitis  media  due  to  ineffective  antibiotic 
treatment.  If  the  condition  worsens,  damage 
to  the  eardrum  and  ossicles  will  result. 

Symptoms  are  similar  to  acute  otitis  media 
but  less  marked,  and  patients  become 
increasingly  deaf  with  further  ear  damage . 

Counselling  points 

•  Patients  must  be  referred  to  a  GP. 

4  Secretory  otitis  media  ('glue  ear') 

is  defined  as  persistent  thick  fluid  collecting  in 
the  middle  ear  either  as  a  result  of  a  previous 
attack  of  acute  or  chronic  otitis  media  or,  as  is 
the  case  with  children,  mechanical  blockage 
where  the  fluid  is  sterile.  It  generally  occurs 
between  five  and  seven  years  of  age  as  the 
eustachian  tubes  are  still  narrow  and  adenoids 
large. 

A  child  may  complain  of  a  feeling  of  fullness 
in  the  ear  but  in  general  there  is  no  discharge 
or  pain.  The  child  may  become  deaf  —  this 
would  be  apparent  if  speech  is  not  developing, 
articulation  is  poor  or  the  child  is  shouting  for 
no  particular  reason. 

In  most  cases  'glue  ear'  will  resolve 
spontaneously  within  a  few  years.  If  deafness 
is  suspected,  the  patient  should  be  referred  to 
a  GP,  as  speech  and  learning  may  be  impaired 
if  left  untreated. 

Decongestants  or  mucolytics  (eg 
carbocisteine)  may  be  prescribed  but  the  only 
useful  treatment  at  present  is  a  grommet.  This 
is  a  small  Teflon  tube  that  is  punctured  through 
the  eardrum  and  held  in  place  by  sutures.  It 
allows  drainage  of  fluid  in  the  middle  ear  to  the 
external  auditory  canal. 

Counselling  points 

•  Most  cases  spontaneously  resolve. 

•  Decongestant  nose  drops  may  be  useful. 

•  Medical  referral  is  necessary  if  deafness  is 
suspected. 


5  Hearing  loss  Hearing  depends  on  sound 
waves  being  transmitted  down  the  external 
auditory  canal  and  then  converted  into 
mechanical  energy  in  the  middle  ear  and  finally 
electrical  energy  in  the  inner  ear.  Therefore 
any  disturbance  in  any  of  these  mechanisms 
will  result  in  some  degree  of  hearing  loss. 
Hearing  loss  can  be  classified  as  mechanical  or 
neural  (see  table  1)  and  may  be  further 
classified  as  slight,  moderate,  severe  or  total. 


Table  1:  Causes  of  hearing  loss 

Neural  cause 

Mechanical  cause 

Congenital  eg 

Congenital  eg  abnormal 

maternal  rubella 

ossicles 

Trauma  eg  noise 

Trauma  eg  perforated 

ear  drum 

Drugs  eg 

Obstruction  eg  wax, 

gentamicin 

otitis  externa,  glue  ear 

Infection  eg 

meningitis 

Tumour  eg 

neuroma 

Idiopathic  eg 
Meniere's  disease 


Causes  of  deafness: 

i  Congenital  hearing  loss  occurs  in  approximately  1 
in  1 ,000  infants.  This  may  be  an  inherited  trait 
or  the  mother  may  have  contracted  rubella  or 
cytomegalovirus  during  pregnancy.  Hypoxia 
at  birth  or  kernicterus  may  also  lead  to  some 
hearing  loss. 

It  is  essential  that  any  abnormality  is 
detected  and  treated  as  soon  as  possible  to 
allow  normal  speech  and  learning 
development.  Hearing  aids  are  the  mainstay  of 
treatment  and  any  child  who  is  not  responding 
appropriately  to  noise  must  be  referred  to  a 
GP  immediately. 

Uncommonly  there  may  be  ossicle 
abnormalities  or  congenital  closure/absence  of 
the  external  auditory  canal.  If  only  one  ear  is 
affected  then  no  treatment  is  required  but  if 
there  is  abnormality  in  both  ears  then 
corrective  surgery  may  be  possible.  This  is 
not  usually  attempted  until  four  years  of  age . 

ii  Traorma  may  be  either  of  an  acoustic  or  a 
physical  nature.  Noise  above  90  decibels  can 
cause  some  hearing  loss,  with  tinnitus  (see 
later)  being  the  major  symptom.  The  eardrum 
becomes  perforated  and  therefore  no  longer 
vibrates  correctly.  This  is  often  a  complication 
of  acute  otitis  media  where  increased  pressure 
in  the  middle  ear  ruptures  the  eardrum. 

Self-inflicted  perforation  with  sharp  objects 
is  rare . 

People  with  pastimes  like  free-fall 
parachuting  or  sub-aqua  diving  are  more  prone 
to  "barotrauma"  where  sudden  changes  in 
atmospheric  pressure  can  damage  the 
eardrum.  This  also  happens  during  ascent  or 
descent  in  an  aeroplane  —  the  eustachian  tube 
is  closed  off  because  of  the  changes  in 
atmospheric  pressure  and  so  pressure  in  the 
middle  ear  increases  leading  to  acute  pain, 
deafness  and  possibly  vertigo.  Swallowing  or 
sucking  a  sweet  can  relieve  the  pressure.  If 
that  is  not  successful,  holding  the  nose, 
shutting  the  mouth  and  trying  to  breathe  out 
usually  works. 

Head  injury  with  concussion  produces 
hearing  loss  of  varying  degrees  depending  on 
the  extent  of  ear  damage. 

iii  Drug-induced  ototoxicity  can  affect  hearing  or 
balance  or  both,  the  most  common 
manifestation  being  tinnitus.  Most  drugs  have 
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Table  2:  Drug-induced  deafness 
Drug  Notes 

Aminoglycosides 

•  Cochlear  toxicity  —  progressive  hearing  loss  even 
after  drug  is  removed. 

•  Pre-disposing  factors: 

—  renal  impairment 

—  concomittant  ototoxin 

—  high  plasma  level 

—  duration  of  therapy 

—  old  age 

—  dehydration 

•  Can  occur  with  topical  and  oral  preparations 

Chloroquine 

•  Rare 

•  Generally  irreversible 

•  More  frequent  with  long  term  therapy 

Cisplatin 

•  Usually  occurs  within  four  days  of  treatment 

•  Dose-related 

•  Irreversible 

Erythromycin 

•  Occasionally  occurs 

•  Dose-related  (usually  only  high  dose  iv/oral) 

•  Usually  reversible 

•  Pre-disposing  factors: 

—  hepatic  impairment 

—  renal  impairment 

—  age 

Loop  diuretics 

•  Especially  with  high  dose,  rapid  iv  administration 

•  Pre-disposing  factors: 

—  renal  failure 

—  concomittant  ototoxin 

•  Transient  effect 

Quinidine 

•  Reversible 

Quinine 

•  Occasionally  permanent  with  long  term  treatment 

•  Idiosyncratic 

Salicylates 

•  Common  with  overdose 

•  Related  to  plasma  level 

•  Tinnitus  common 

•  Usually  reversible 

Vancomycin 

•  Transient  or  permanent 

•  Associated  with  high  plasma  levels 

•  Especially  with  concomittant  aminoglycosides 

been  reported  to  cause  tinnitus.  Table  2 
shows  those  which  to  produce  a  measurable 
hearing  loss.  Drugs  causing  balance 
disturbances  will  be  discussed  later. 

iy  Ear  wax  becomes  excessive  when  hairs  along 
the  external  auditory  canal  cannot  cope  with 
the  wax  produced  and  are  unable  to  move  it 
outwards.  It  is  also  apparent  in  people  with  a 
narrow  or  long  canal  or  those  prone  to 
producing  large  quantities  of  ear  wax.  The 
excess  ear  wax  hardens  on  the  eardrum  and 
impacts  along  the  canal  producing  a  feeling  of 
fullness  and  deafness  in  the  affected  ear. 
There  can  also  be  numbness  on  that  side  of  the 
face. 

A  pharmacist  is  often  the  first  person 
patients  will  ask  for  advice  on  relief  of  these 
symptoms.  There  are  several  preparations  for 
the  removal  of  ear  wax  but  it  is  essential  to 
establish  whether  or  not  the  patient  suspects 
a  perforated  eardrum.  (If  cerumenolytics  are 
used  in  the  presence  of  a  perforated  eardrum, 
the  middle  ear  will  be  damaged) . 

If  there  is  any  pain  associated  with  hearing 
loss  or  a  patient  has  a  raised  temperature, 
then  he  should  be  referred  to  a  GP.  Any 
history  of  recurrent  ear  infections  or  a 
perforated  eardrum  warrants  medical  referral. 
Syringing  the  ear  with  warm  water  is  the  most 
effective  way  of  removing  ear  wax  but  in  some 
cases  this  is  not  necessary,  or  the  ear  wax 
must  be  softened  first.  Simple  preparations 
such  as  sodium  bicarbonate  ear  drops,  almond 
oil  or  olive  oil  often  given  adequate  relief, 


especially  in  mild  cases.  They  are  less  likely  to 
cause  irritation  than  preparations  containing 
organic  solvents.  However,  if  the  wax  proves 
stubborn,  preparations  such  as  Cerumol 
(chlorbutol  5  per  cent,  paradichlorobenzene  2 
per  cent,  turpentine  oil  10  per  cent)  or 
docusate  sodium  (an  ingredient  of  several 
cerumenolytics)  should  be  suggested. 
Cerumol  tends  to  loosen  wax  whereas 
docusate  sodium  seems  to  dissolve  it.  The 
dissolved  or  loosened  wax  should  be  allowed 
to  drain  normally  from  the  ear. 

Points  to  check 

•  Has  the  patient  had  recurrent  ear  infections 
in  the  past? 

•  Has  the  patient  ever  had  a  perforated 
eardrum? 

Counselling  points 

•  Do  not  poke  the  ear  with  sharp 
instruments.  This  will  only  cause  further 
impaction  of  ear  wax. 

•  Tilt  the  head  with  the  affected  ear  upwards 
and  fill  the  ear  with  drops. 

•  Keep  the  head  tilted  for  several  minutes  to 
allow  the  solution  to  spread. 

•  Apply  a  small  plug  of  cotton  wool  to  prevent 
drops  from  running  out. 

•  Repeat  two  or  three  times  a  day. 

•  If  this  is  not  effective  within  one  week, 
refer  to  GP. 

•  If  any  pain  or  irritation  occurs,  stop  using 
drops. 


v  Recurrent  infection  in  the  middle  ear  can  lead  to 
hearing  loss,  especially  if  the  eardrum 
perforates.  Meningitis,  measles,  mumps  and 
herpes  zoster  all  affect  the  cochlea,  producing 
significant  deafness. 

vi  Acoustic  neuroma  is  a  rare  benign  tumour  of  the 
eighth  cranian  nerve.  Treatment  involves 
surgical  removal. 

vii  Idiopathic  hearing  loss,  with  or  without  vertigo, 
is  treated  empirically  with  bedrest  and  inhaled 
oxygen.  This  is  often  helpful  if  started  soon 
after  an  attack  of  deafness. 

Meniere's  disease  classically  produces 
fluctuating  hearing  loss. 

6  Vertigo  is  a  symptom  seen  with  middle  ear 
disease.  It  also  occurs  with  eye  disorders  and 
cerebellar  disease.  Patients  with  vertigo  feel 
giddy.  It  may  be  like  a  rotational  movement  or 
they  may  have  a  feeling  of  displacement  in  one 
direction.  The  problem  is  caused  by  lesions  of 
the  vestibular  part  of  the  eighth  nerve. 
Patients  will  also  suffer  from  disturbance  of 
their  balance  causing  them  to  reach  for 
support  or  fall. 

Common  causes  of  vertigo  are  listed  in 
table  6. 

Pharmacological  treatment  of  acute 
attacks  of  vertigo  is  difficult.  Drugs  that  have 
been  used  for  prophylaxis  and  treatment 
include  hyoscine,  antihistamines  and 
phenothiazines.  Treatment  of  chronic  vertigo 
is  rarely  completely  successful  but 
antihistamines  (eg  dimenhydrinate)  and 
phenothiazines  (eg  prochlorperazine)  have 
been  shown  to  be  useful. 

Counselling  points 

•  All  the  drugs  used  may  cause  drowsiness, 
therefore  advise  patients  not  to  drive,  etc, 
until  they  know  how  the  drug  will  affect  them. 

•  If  the  vertigo  continues  advise  patients  to 
see  a  doctor. 

7  Tinnitus  is  a  continuous  ringing  sound  in 
the  ears.  It  is  a  common  symptom  generally 
associated  with  hearing  loss  due  to  inner  ear 
damage  (although  it  can  stem  from  the  middle 
and  outer  ear),  for  which  there  is  often  no 
cure.  Treatment  is  aimed  at  helping  patients 
come  to  terms  with  the  tinnitus. 

Approximately  one-third  of  adults  suffer 
from  tinnitus  for  varying  lengths  of  time:  15 
per  cent  or  more  suffer  from  spontaneous 
tinnitus  lasting  more  than  five  minutes  and  2 
per  cent  of  the  population  are  significantly 
affected  by  it.  The  incidence  increases  with 
increasing  age  and  noise  exposure. 

Suggested  mechanisms  include  sound 
generated  by  hair  cells  of  the  inner  ear;  effects 
between  normal  and  damaged  hair  cells,  and 
crosstalk  between  cochlear  nerve  fibres. 

Any  disorder  causing  cochlear  hearing  loss 
will  also  cause  tinnitus  (see  table  3).  A  number 
of  drugs  are  known  to  cause  tinnitus  (see  table 
4  overleaf) . 


Table  3:  Common  causes  of  tinnitus 

Occupational  noise  exposure 

Acoustic  trauma  —  explosions/gunfire 

Hypertension 

Ototoxic  drugs 

Genetic  disorders 

Otosclerosis 

Otitis  media 

Meniere's  Syndrome 

Dyslipidaemias 

Trauma 
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CLINICAL  PHARMACY 


Table  5:  Management  of  tinnitus 

Psychological 

Comments 

Biofeedback 
Relaxation  training 
Cognitive  therapy 

By  trained  professionals  or  self-help  groups 
(in  patients  less  disturbed  than  others) 

Acoustic 

Mask  tinnitus 

Hearing  aids  (tinnitus  maskers) 

External  noises .  Check  for  hearing  disorder 
Produce  noises  to  mask  the  tinnitus 

Pharmacological 

Lignocaine 
Sedatives 

Anxiolytics/anti-depressants: 
Benzodiazepines 

Tricyclic  anti-depressants 

Only  drug  shown  to  be  more  effective  than 
placebo.  Oral  analogues  not  effective. 
Sufferers  have  problems  getting  to  sleep 

Clonazepam  and  oxazepam  have  been 
shown  to  be  useful 

Some  are  helpful,  but  others  have  actually 
provoked  tinnitus. 

Fable  I:  Drags  causing  tinnitus 

Aminoglycosides 
Loop  diuretics 
Beta-blockers 
Salicylates 

Non-steroidal  anti-inflammatory  drugs 
Cinchona  alkaloids 

Some  anti-cancer  agents,  eg  cisplatinum, 
tamoxifen 

Some  tricyclic  antidepressants,  eg 
imipramine,  amitriptyline 

It  follows,  therefore,  that  whenever  a  patient 
complains  of  the  onset  of  tinnitus  a  good  drug  history  is 
important  to  establish  whether  the  cause  is  medication 
they  are  already  taking. 

A  clinical  examination  will  exclude  causes  such  as 
wax,  or  easily  treatable  middle  ear  problems. 

Treatment 

Firstly,  reassure  the  patient  and  advise  that 
he/she  be  properly  examined  and 
investigated.  A  lot  of  patients  find  the  onset  of 
tinnitus  very  disturbing  —  reassurance  that 
this  is  normal  and  that  they  will  eventually  get 
used  to  it  is  important. 

If  further  management  is  necessary  a 
number  of  methods  can  be  used.  To  evaluate 
patients  the  following  factors  need  to  be 
considered:  ear  conditions,  psychological 
status,  general  health,  patient's  information 
and  views  about  tinnitus.  Management  will 
then  be  a  combination  of  psychological, 
acoustic  and  pharmacological  methods  (see 
table  5). 


Counselling  points 

•  Reassure  patient. 

•  Advise  he/she  undergoes  investigation  to 
check  aetiology  and  establish  appropriate 
management  using  a  "problem  solving" 
approach. 


8  Meniere's  syndrome  is  a  condition 

affecting  the  inner  ear.  There  is  no  known 
cause.  It  is  difficult  to  diagnose  and  so  far  there 
is  no  cure.  The  syndrome  is  characterised  by 
a  feeling  of  fullness  in  the  ear,  episodes  of 
hearing  loss  with  tinnitus  (see  above)  and 
sudden  attacks  of  vertigo.  Most  sufferers  are 
between  30  and  60  years  old,  there  being  a 
family  history  of  Meniere's  in  5  per  cent  of 
cases.  It  has  also  been  linked  with  some 
psychological  factors  (anxiety,  depression, 
obsession). 

Meniere's  syndrome  occurs  when  there  is 
distension  in  the  membranous  labyrinth  due  to 
an  increased  endolymph  volume.  The  lower 
membrane  of  the  cochlea  may  rupture,  leading 
to  a  mixing  of  the  endolymph  and  perilymph. 
This  may  heal  but  is  prone  to  further  rupture 
with  repeat  attacks. 

The  tinnitus  and  fullness  disappear  after  a 
couple  of  days  and  may  not  recur  for  weeks  or 
months.  Hearing  usually  improves  as  the 
attack  progresses,  though  it  may  not  return  to 
its  original  level.  Vertigo  develops  as  the 
disease  extends  and  involves  the  vestibular 
portion  of  the  inner  ear.  Usually  the  full 
syndrome  develops  within  six  months  of  the 
original  symptoms. 

Vertigo  may  occur  suddenly  and  may  be 
severe,  occurring  sometimes  even  upon 
waking.  Nausea  and  vomiting  may  be  an 
associated  problem. 

Attacks  can  last  between  15  minutes  and 
12  hours  and  may  occur  in  groups  lasting  for 
weeks,  followed  by  a  gap  with  no  attacks. 
However,  tinnitus  and  impaired  hearing  may 
be  continuous. 

With  time,  hearing  decreases  (with  a 
slowing  in  the  speed  of  deterioration),  the 
tinnitus  stabilises  and  vertigo  decreases.  The 
syndrome  may  disappear  in  some  individuals. 
Some  people  have  long  term  effects  from 
Meniere's,  for  example:  chronic  unsteadiness 
with  vertigo  attacks;  tinnitus;  impaired 
hearing,  or  drop  attacks. 

In  some  patients  vertigo  is  the  only 


symptom.  If  this  persists  for  more  than  a  year 
further  investigation  is  necessary  as  they  will 
eventually  suffer  hearing  loss. 

To  diagnose  Meniere's  Syndrome  a 
careful  history  and  physical  examination  is 
needed  —  this  should  be  normal  except  for 
hearing  loss  and  nystagmus.  Further 
investigations  are  necessary  to  exclude  other 
causes  (see  table  6). 


Table  6:  Causes  of  vertigo 

1  Labyrinthine  causes  (75per  cent  of  cases) 

Meniere's  Syndrome 
Labyrinthitis 
Sudden  vestibular  failure 
Benign  paroxysmal  postural 
vertigo 

Skull  trauma  or  cholesteatoma 

2  CNS  causes 

Tumours 

Cerebrovascular  disorders 
Multiple  sclerosis 

3  Systemic  causes 

Syphilis 
Viral  infection 

Treatment 

Since  the  cause  of  Meniere's  is  unknown,  it  is 
hard  to  reach  a  definite  diagnosis,  and  the 
syndrome  may  last  for  years  with  series  of 
attacks  and  remissions,  all  of  which  makes  it 
difficult  to  determine  the  efficacy  of  treatment. 

Most  patients  are  treated  with  drugs, 
surgery  being  used  only  when  drugs  have 
failed.  Reassurance  of  the  illness'  benign 
nature  and  avoidance  of  stress  are  helpful. 

Acute  attacks  can  be  treated  with 
vestibular  sedatives,  ie  cinnarazine, 
chlorpromazine,  prochlorperazine,  cyclizine, 
or  thiethylperazine  can  be  used  to  treat  the 
vertigo  and  vomiting.  These  products  cause 
drowsiness  and  anticholinergic  side  effects. 
Drug  rashes  sometimes  occur.  Longer  term 
management  can  be  maintained  with 
betahistine  (a  vasodilator). 

Decompression  of  the  labyrinth  can  be 
achieved  using  a  low  salt  diet  with  potassium 
replacements,  and,  possibly,  a  diuretic. 
Streptomycin  sulphate  has  been  used  (with 
specialist  supervision  as  it  selectively  destroys 
vestibular  function). 

Counselling  points 

•  Reassure  patients  about  the  benign  nature 
of  disease,  and  advise  them  to  avoid  stress. 

•  Medical  consultation  is  required  for 
diagnosis. 


SUMMARY 


Patients  with  ear  complaints  often  ask 
pharmacists  for  advice  and  it  is  important  to  be 
able  to  distinguish  between  different  disorders 
and  to  know  when  to  refer  patients  to  their 
GP. 
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Unilever 
look  to 
Beecham 

An  "irritated"  Unilever  look  set 
to  jump  into  the  general 
SmithKline  merger  fray,  with  a  bid 
for  Beecham' s  Lentheric  and 
Yardley  cosmetics  division. 

Unilever  pulled  out  of  a  £91 7m 
deal  to  buy  Elizabeth  Arden  and 
Faberge  from  the  Riklis  Family 
Corporation  last  Friday,  leaving  a 
gap  in  plans  to  expand  their 
personal  products  business.  They 
were  already  thought  by  the  City 
to  be  interested  in  the  Beecham 
operations,  irrespective  of  the 
outcome  of  their  Riklis  talks. 

Chairman  Mike  Angus  says: 
"Essentially,  Riklis  wanted  more 
money.  At  the  agreed  price  the 
acquisition  would  have  been  an 
important  step  forward  in  our 
strategy  for  personal  products. 
But  there  are  alternative  ways  of 
achieving  our  strategic  objectives, 
and  we  will  continue  to  pursue 
these  vigorously". 

Analysts  think  this  will  mean  a 
£700m  bid  for  the  Beecham 
operations,  especially  as  the 
company  has  been  mentioned 
before  as  a  candidate  for 
Lentheric. 

Riklis  are  believed  to  have 
asked  for  about  $200m  more  than 
had  been  agreed.  Mr  Angus  said 
the  consequent  break-up  of  the 
deal,  which  was  agreed  in  principal 
two  months  ago,  is  more 
'  'irritating  than  disappointing' ' . 


Revlon  buy 
into  Europe 

Revlon  began  negotiations  this 
week  to  buy  Betrix  Cosmetic  of 
West  Germany,  and  thus  move 
further  into  the  European  market. 

The  US  company  says  the  deal 
should  be  completed  in  the  middle 
of  the  year  and  will  end  their  three 
year  co-operation  with  Wella. 
Brands  in  the  new  package  include 
Boss,  Laura  Biagotti  and  Betrix. 


NAPD  and 
Unichem  split 


The  National  Association  of 
Pharmaceutical  Distributors  and 
Unichem  parted  company  this 
week  —  the  latter  resigning  amid 
comments  that  the  eight  year 
relationship  has  ended  in  a 
"completely  amicable"  divorce. 

Chief  executive  Peter  Dodd 
says:  "In  the  run  up  to  1992,  the 
pharmaceutical  industry  faces  a 
critical,  uncertain  time.  In  the  light 
of  this,  we  believe  the  interests  of 
Unichem  and  its  members  are 
best  served  by  acting 
independently  in  dealings  with 
government  departments, 
manufacturers     and  trade 


associations  rather  than  under  the 
umbrella  of  the  NAPD  with  its 
disparate  membership." 

NAPD  director  Michael  Watts 
said:  "It  is  a  matter  of  regret 
when  any  member  leaves  the 
Association.  In  the  special 
circumstances  Unichem  find 
themselves  I  can  understand  that 
they  wish  to  act  independently  and 
not  be  restricted  by  the 
membership  of  NAPD.  We  have 
parted  amicably  and  will  continue 
to  co-operate  in  a  number  of  fields 
in  which  we  have  a  common 
interest."  The  NAPD,  set  up  in 
the  50s,  now  has  25  members. 


Sale  close  for  Macarthy? 


Macarthy  are  close  to  selling  their 
manufacturing  division,  according 
to  Malcolm  Baggott,  director  of 
their  wholesale  division. 

The  business,  which  has  a 
turnover  of  about  £10m,  was  put 
on  the  market  in  January  and  Mr 
Baggott  says  "there  are  now  a 
number  of  prospective 
purchasers".  He  told  hospital 
pharmacists  at  a  Macarthy 
Medical  reception  last  week  that  a 
key  aspect  of  negotiations  has 
been  maintaining  links  between 
manufacturing  and  distribution  for 


hospitals  to  ensure  continuity  of 
supply.  Mr  Baggott  said 
Macarthy's  manufacturing 
activities  would  be  "better 
assured  as  part  of  a  group  that  had 
the  necessary  resources  and 
market  access  to  develop  them" . 

As  a  result  of  the 
rationalisation  Mr  Baggott  said 
Macarthy  had  withdrawn  from 
hospital  distribution  except  for  the 
Thames  regions  and  Scotland 
where  they  had  been  determined 
to  maintain  an  efficient  and 
effective  service. 


Who's  who  in  multiples 


A  survey  of  multiple  chemists  has 
been  published  by  Culver 
Financial  Services,  covering  over 
390  companies  including  mainland 
limited  company  retail  chains  with 
three  or  more  outlets. 

The  information  is  compiled 
from  returns  filed  with  the 
Registrar  of  Companies  as  at 
February  this  year.  It  identifies 
the  directors,  the  company 
secretary,  the  issued  and 
authorised  share  capital,  turnover 
and  profit  (depending  on  whether 
or  not  the  modified  accounting 


procedure  is  used)  and  directors' 
salaries.  The  report  costs  £60 
from  Mr  B.R.  Clifton,  Culver 
Financial  Surveys,  21  Culver 
Road,  St  Albans,  Herts  AL1  4EB 
(tel:  0727  55838). 

Community  Hospitals  Group  are  to  go 

for  a  £20m  stock  market  listing 
later  this  month.  Chief  executive 
Alan  Dexter  says  the  flotation  will 
help  finance  their  development 
programme  and  raise  the  profile  of 
the  group.  They  own  or  manage 
eight  acute-care  hospitals. 


AAH  close 
Saunders 
outlet 

AAH  are  closing  one  of  the  three 
Ayrton  Saunders  wholesale 
outlets  which  service  the 
Merseyside  area. 

AAH  Pharmaceuticals 
operations  manager  Rees  Thomas 
told  C&D  this  week  that  the  site  is 
"uneconomic"  and  some 
redundancies  may  have  to  be 
made. 

The  sites'  business  will  be 
carried  on  by  the  two  remaining 
outlets  and  Mr  Thomas  said  the 
long  term  future  of  Ayrton 
Saunders  is  not  affected  by  the 
move. 


Credit  boom 
changing 

Consumers  are  increasingly  using 
credit  cards  as  a  means  of 
payment,  rather  than  as  a  form  of 
borrowing. 

This  is  the  view  of  a  report  out 
next  week  from  economic 
analysts  at  the  Henley  Centre. 
They  say  although  the  number  of 
cards  in  circulation  has  gone  from 
1 1 .5m  in  1980  to  about  25m  today, 
borrowing  on  cards  has  slowed 
down  since  the  middle  of  the 
decade. 

Henley's  figures  also  show 
that,  for  the  first  time  ever, 
people's  outstanding  debts  have 
risen  to  equal  their  annual  after- 
tax income. 

The  report,  given  to  the 
Sunday  Times,  shows  that  in  1985 
average  debts  were  only  72.8  per 
cent  of  income;  in  1986  the  ratio 
was  80.1  per  cent:  in  1987  89.1 
per  cent  and  by  September  last 
year  it  had  risen  to  95  per  cent. 
Henley  say  the  figure  must  be  100 
per  cent  by  now. 

The  Health  and  Safety  Commission  has 

announced  that  it  proposes  to  take 
statutory  action  to  strengthen  the 
existing  legislation  applying  to  the 
control  of  Legionnaires'  Disease. 
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BUSINESS  NEWS 


Pic  battle 

Polaroid  finally  began  legal 
proceedings  in  America  this  week 
to  get  $6bn  or  compensation  and 
damages  from  Kodak. 

The  proceedings  date  back  to 
a  lawsuit  the  company  won  against 
Kodak  in  1975  for  the 
infringement  of  seven  instant- 
photography  patents. 

Since  then  a  series  of  appeals 
and  manoeuvers  have  delayed 
settlement  of  the  case.  These 
include,  according  to  a  report  in 
The  Daily  Telegraph,  a  request 
that  all  judgments  be  set  aside 
'  'because  the  judge's  mother  held 
some  Kodak  stock". 

Settlement  is  still  expected  to 
date  some  months.  Kodak  have 
told  the  court  that  infringements 
had  cost  Polaroid  no  more  than 
$343m.  But  the  inventors  of 
instant  photography  say  they  lost 
$1.5bn  in  profits  after  Kodak 
entered  the  market. 


Glaxo  hope 

Glaxo 's  £300m  search  for  a  drug 
which  can  repeat  Zantac  sales 
takes  a  public  step  forward  this 
week  with  their  annual  research 
presentation  to  analysts. 

Attention  will  focus  on  their 
anti-migraine  compound, 
GR43175.  It  is  prompting  City 
speculation  that  Glaxo  have  found 
a  cure  for  the  condition  which 
afflicts  one  person  in  twenty,  and 
which  could  be  on  the  market 
(named  Sumatriptan)  next  year. 

Glaxo's  director  of  research, 
Richard  Sykes,  is  due  to  report 
results  from  clinical  trials  involving 
more  than  1,000  patients  in  the 
UK  and  overseas.  Other  progress 
reports  are  expected  on 
GR38032,  a  schizophrenia 
treatment,  and  on  research  into 
further  applications  of  Zantac. 


SKF  research 


iars  fruit 


A  new  application  for  fenoldopam 
has  been  filed  with  the  US  FDA.  It 
is  claimed  to  lower  blood  pressure 
rapidly  without  impairment  of 
kidney  function.  A  similar 
application  is  likely  to  be  made  in 
the  UK,  say  SmithKline  French  in 
their  annual  report. 

The  report  also  says  that 
carvedilol,  a  multiple  action 
cardiovascular  agent,  has  been 
submitted  for  regulatory  approval 
in  several  European  countries, 
including  the  UK,  as  part  of  a 

I  number  of  developments  within 

]  SK&F  research. 


Wellcome  play  down 
Retrovir 


For  the  first  time  in  two  years, 
City  analysts  began  to  look 
beyond  the  profit  potential  of 
Wellcome's  Retrovir  last  week. 

Interims  released  show 
Retrovir,  which  is  the  main  focus 
of  investor  attention,  contributing 
9  per  cent  of  the  company's 
£672. 7m  turnover. 

Chairman  Sir  Alfred  Shepperd 
said,  once  again,  that  he  will  not 
discuss  the  profits  being  made  on 
the  AIDS  drug  and  said  the 
company  is  not  concerned  by  a 
slight  slip  in  its  sales  growth. 

"Retrovir  is  at  an  early  stage 
of  development  and  is  limited  to 
serious  manifestations  of  HIV 
infection  in  patients  with  AIDS  and 
ARC .  Sales  of  £59m  are  up  48  per 
cent  and  it  remains  the  only 
antiviral  currently  licensed  for 
these  indications,"  he  said. 

Company  director  Howard 
Schaeffer  added  that  over  the  next 
two  years  clinical  trials  will 
determine  whether  the  drug  can 
be  used,  and  get  a  licence,  for 
patients  yet  to  develop  full-blown 
AIDS.  The  company  has  also 
submitted  new  drug  applications 
to  the  FDA  for  intravenous  and 
syrup  formulations  of  the  drug. 

This  left  analysts,  hopeful  of 
more  dramatic  news,  to  ponder 
the  performance  of  Wellcome's 
other  antiviral,  Zovirax,  and  to 


look  at  other  drugs  expected  to 
reach  the  market  this  year. 

Zovirax  has  sales  up  35  per 
cent  to  £216m  and  now  accounts 
for  19  per  cent  of  turnover.  Dr 
Trevor  Jones,  research  director, 
said  clinical  trials  are  being 
extended  to  test  the  drug  against 
chicken-pox.  Zovirax  has  already 
received  approvals  for  use  in 
shingles  in  parts  of  Europe  and 
south  east  Asia,  he  said. 

New  drugs  on  the  way  include 
Wellbutrin,  an  anti-depressant, 
which  was  held  back  on  the  eve  on 
launch  in  1986  (because  of  a  link 
with  seizures)  but  should  reach 
the  US  market  later  this  year. 

Sir  Alfred  said  the  group 
performance  in  the  first  half  of  the 
year  indicates  that  "trading  has 
been  particularly  buoyant". 
Group  pre-tax  profits  stand  at 
£128. 2m,  up  by  a  third,  and 
earnings  per  share  at  8.8p,  up  33 
per  cent.  He  declared  an  interim 
dividend  of  1.3p  per  ordinary 
share. 

■  John  Robb,  who  joined 
Wellcome  from  Beecham  in 
March,  looks  almost  certain  to 
succeed  Sir  Alfred  Shepperd,  who 
retires  as  chairman  in  June  1990. 
Sir  Alfred,  asked  to  comment  on 
speculation  that  Mr  Robb  would 
take  his  position,  joked  "I  think 
so". 


BRIEFS 


Unichem  have  circulated  members 
with  a  questionnaire  soliciting 
views  on  the  flotation  planned  for 
1990.  They  key  question  asks 
how  strongly  members  are  for  or 
against  conversion.  Their  answer 
determines  their  route  through 
much  of  the  1 8-page  booklet .  The 
"fors"  are  asked  to  identify  from 
a  list  the  two  or  three  main 
reasons  for  conversion.  Those 
against  can  identify  their  views  in  a 
similar  list.  Assuming  the  flotation 
goes  ahead  members  are  asked  to 
select  the  financial  incentives  or 
services  they  would  like 
introduced. 

Jardime  Financial  Consultants  Ltd,  which 
operates  Pharmoney  financial 
services  on  behalf  of  NPA 
members,  has  moved  to  a  new 
office  at  Jardine  House,  6 
Crutched  Friars,  London  EC3N 
2HT.  Tel:  01-528  4444. 
Pharmoney  has  also  opened  a 
Glasgow  office.  The  local 
representative  Peter  Lawrence  is 
based  at  272  St  Vincent  Street, 
Glasgow  G2  5RN.  Tel:  041-226 
4002, 

His  Order  specifying  the  activities  to 
be  considered  when  fixing  fees  for 
medicines  licences  and  certificates 


has  now  been  made.  The 
Medicines  (Fixing  of  Fees 
Relating  to  Medicincal  Products 
for  Human  Use)  Order  1989  (SI 
1989  No  684,  HMSO  £0.90)  came 
into  force  on  April  18. 

ICI  said  last  week  that 
pharmaceuticals  sales  have 
increased  substantially  in  the  first 
quarter  of  their  financial  year. 
Group  Pre-tax  profits  are  running 
23  per  cent  ahead  of  the 
corresponding  period  last  year  to 
stand  at  £442m.  Turnover  is  up  9 
percent  at £3.21bn. 

Revised  Health  and  Safety  Regulations 

require  information  on  health, 
safety  and  welfare  to  be  given  to 
employees  by  means  of  posters  or 
leaflets.  The  material  must  be  in  a 
form  approved  by  the  Health  and 
Safety  Executive  and  copies  will 
be  available  from  HMSO.  The 
information  must  state  the 
addresses  of  the  enforcing 
authority  and  the  employment 
medical  advisory  service.  The 
Health  and  Safety  Information  for 
Employees  Regulations  1989  (SI 
1989  No  682,  HMSO  £1.35)  also 
provide  for  certificates  of 
exemption  and  come  into  effect  on 
October  18. 


COMING  EVENTS 


Locum  study 


day 


Provincial  Pharmacy  Locum 
Services  are  holding  a  study  day  in 
Liverpool  on  May  21 . 

The  aim  is  to  provide  an  insight 
into  locum  work,  mainly  for  pre- 
registration  graduates.  The  day 
will  include  a  demonstration  of 
oxygen  domiciliary  services,  by 
BOC. 

Details  from  PPLS  on  021-356 
1881. 

Tuesday,  May  9 

South  East  Metropolitan  Branch, 
RPSGB.  Medical  centre,  Lewisham 
Hospital,  SE13.  8pm.  "Continence 
aids",  Judy  Hakin,  incontinence 
advisor,  St  Giles  Hospital. 
Stockport  Branch,  RPSGB. 
Postgraduate  centre,  Tameside 
Hospital,  Ashton  at  7.30pm.  Annual 
meeting.  "Pharmaceutical  services  to 
residential  homes",  Peter  Rivers, 
staff  pharmacist,  Southern  Derbyshire 
Health  Authority. 

Bristol     Branch,  RPSGB. 

Postgraduate  centre,  Frenchay 
Hospital  at  8pm.  Discussion  on 
motions  for  branch  representatives 
meeting. 

Friday,  May  12 

Isle  of  Wight  Branch,  RPSGB. 

Diskra,  Ryde  at  8pm.  Annual  dinner. 
Principle  guest  Bernard  Silverman. 

Wmcc  oiformation 

British  Association  of 
Pharmaceutical  Physicians. 

Symposium  on  "Internationalism  in 
clinical  research' ' ,  at  the  Royal  Society 
of  Medicine,  1  Wimpole  Street, 
London  Wl  on  May  15,  at  12.30pm. 
Registration  fee  [£40  (members)  £50 
(non-members)]  includes  lunch  and 
refreshments.  Details  from  Elizabeth 
Richardson  on  01-491  8610. 

The  Institute  of  Packaging. 

"Flexible  packaging"  course  at  The 
White  House,  University  of  Sussex,  on 
May  21-26.  Fees:  £661.25  for  IOP 
members,  £747.50  for  non-members. 
Accommodation:  £201.25. 
"Transport  of  dangerous  goods" 
course  at  the  Institute  of  Packaging, 
Melton  Mowbray,  on  May  24-25. 
Fees:  £276  for  members,  £299  for 
non-members.  Further  information 
and  registration  details  for  both 
courses  from  Pamela  Creed,  education 
officer,  on  0664  500055. 

Centre  for  Professional 
Advancement  courses:  "Drug 
product  stability  and  shelf-life",  a 
review  of  technical  and  regulatory 
aspects.  Regent  Crest  Hotel,  London 
Wl  on  May  16-18.  "Clinical 
interpretation  of  drug  data:  a 
nonstatistical  approach",  at  the 
Caransa  Crest  Hotel,  Amsterdam,  on 
May  16-18.  "Modern  granulation, 
tabletting  and  capsule  technology" ,  at 
Steigenberger  Kurhaus  Hotel,  The 
Hague,  on  June  13-16.  "International 
comarative  drug  regulatory  systems" , 
at  the  Kurhaus  Hotel,  on  June  28-30. 
Details  on  registration  and  fees  from 
The  Centre  in  The  Netherlands  on 
020-662  30  50. 
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APPOINTMENTS 


WALTHAM  FOREST  HEALTH  AUTHORITY 
MENTAL  HEALTH  UNIT 
PHARMACY  DEPARTMENT 
PHARMACY 
TECHNICIAN 

Salary  £6289  -  £7950  Including  London  Weighting  Allowance 

A  certificated  pharmacy  technician  is  required  for  the  Mental  Health  Unit 
based  at  Claybury  Hospital,  Woodford  Bridge. 

For  this  small  and  friendly  department  duties  will  include  dispensing  for 
self-medication  patients  attending  the  Day  &  Rehabilitation  Units,  those 
preparing  for  a  more  community  orientated  service  and  to  in  and  out- 
patients. You  will  also  participate  in  monitoring  our  service  at 
ward/department  level.  We  operate  the  Regional  computer  system  for  the 
procurement,  dispensing,  accounting  and  stock  control  of  pharmaceuticals 

For  further  information,  contact  Lawrie  Allum  on  01  504  7171  ext  23. 

Job  Description  and  application  form,  available  from  the  Personnel 
Department,  on  01  504  7171  ext  144. 

Closing  date:  19th  May  1989 

This  Authority  aims  to  be  an  equal  opportunities  employer 


MAJOR  GENERIC  PHARMACEUTICAL 
MANUFACTURER  REQUIRES  RESIDENT 
REPRESENTATION  IN  SCOTLAND 

The  suitable  applicant  must  have  active 
accounts  in  both  wholesale  and  retail 
pharmacy  sectors. 

Top  salary  and  benefits  for  the  successful 
applicant. 

Please  reply  with  curriculum  vitae  to 
BOX  C&D  3333 


WANTED 

Pharmaceutical  Chemist  to  manage  shop  in 
busy  County  Cork  area. 

For  further  particulars  contact  Frank  Collins  on 
(021)  334451  any  day  between  6.30  and 
8.00pm. 


MID-SURREY  HEALTH 
AUTHORITY 

llpsoin  District  .General  Hospital 

Dl  STAFF  PHARMACIST 
(GRADE  D) 

Due  to  promotion  we  have  a  vacancy  for  an  enthusiastic 
Pharmacist  to  work  closely  with  our  newly  appointed 
Principal  Pharmacist,  Clinical  Services,  to  manage  our 
computerised  Drug  Information  Centre.  Duties  will  include 
advising  on  development  of  the  Clinical  Economist's  role, 
co-ordination  of  clinical  trials,  formulary  work  and  training. 
Facilities  for  clinical  involvement  and  continuing  education 
are  excellent  and  encouragement  will  be  given  to  pursue 
research  and  development. 

Further  information  from  Mr.  Raj  Parekh,  Principal 
Pharmacist,  Clinical  Economy,  on  Epsom  (03727)  261 00. 
Application  form,  and  further  details  from  the  Personnel 
Department,  Epsom  District  Hospital,  Dorking  Road, 
Epsom,  Surrey,  KT18  7EG.  Telephone  Epsom  (03727) 
26100  Ext.  576/577  to  which  they  should  be  returned  by 
the  12th  May  1989. 


BUSINESS  OPPORTUNITIES 


OPENSIGN  LIMITED 

We  have  franchises  available  all  over  the  UK 
selling  a  well  established  product  to  the  retail 
■  trade. 

Depending  on  the  area,  the  franchise  could  cost 
as  little  as  £2000. 

All  you  need  is  a  car  and  a  telephone. 

For  further  details  telephone:  0737  361 751 
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LABELLING  SYSTEMS 


Simply  the  best 


PATIENT  MEDICATION  RECORD 
LABELLING  SYSTEM 

I  Faster  UEasiertouse   MFull  drug  interaction 
IFull  BNF  Warning  B  Direct  order  entry 
AND  YOU  CAN  TRY  BEFORE  YOU  BUY 

FREE  VIDEO  CASSETTE  AVAILABLE 

Contact  David  Coleman  or  Mike  Sprlnce  MPS 
For  a  demonstration  or  trial 

IK  SYSTEMS  LTD  051-298  2233 

A  FULL  RANGE  OF  PC  BASED  LABELLING 
PMR  CARDS  &  FORMS  ARE  AVAILABLE 


THE  ONLY  NPA  RECOMMENDED  COMPUTER  LABEL  SYSTEM 


OR  A  LABEL  PC 

"The  Ultimate  in  pharmacy  systems...' 

*  Versatile,  uncomplicated  labelling. 

*  Quickly  updated  patient  records. 

*  Full  BNF  warnings.  *  Latin  dosages. 

*  Unique  "owings  book"  facility. 

*  Complete  systems  or  software  only. 

For  leaflets  or  a  demonstration,  phone  or  write 

Computer  Systems  Limited 


Village  Workshops,  Prestwich,  Manchester,  M25  8WB 
Tel:  061  773  7909 


John  Richardion 
Computer!  i.£t£ 


>■  In  Pharmacy  Labelling 
►  In  Auto-Order  Slock  Control 


In  Customer  Service 


In  Systems  Development 

Full  patient  records  with  drug  interactions 

FREEPOST,  Preston  PR5  6BR  Telephone:  (0772)  323763 


PHARMACY  ANTIQUES 


Anything  old  and  interesting  from  Chemist 
Shops  —  Display  Fittings,  drawer-runs, 
Bottles,  Labels,  Advertisements,  pot-lids,  eye- 
baths.  Baby-feeders,  cat/journals,  Soda- 
Syphons  etc  etc. 

mwm,  Tab  0283  mm  (Collect  anywhere) 
25  liapaMS  !s.«f,  Mafs-SR-Trsnt  DEIS  Ml 


EXCELLENT  PRE-LAUNCH  OFFER  for  LATEST 
'SERIES  2000'  PHARMACY  SHOP  EQUIPMENT 
bached  by  RELIABLE  &  COMPLETE  CONTRACT  SERVICE 

FOR  DETAILS  OF  OFFER  PHONE 

•01 -328-9628* 

I*    28  NOTTINGHAM  PLACE  ■  LONDON  WIM3FD  • 


__mm   design 


1.  Creators  of  imaginative  concepts  that  work. 

2.  Specialists  in  both  traditional  &  continental  dispensary 
fittings. 

3.  Competitive  prices  &  attractive  finance  facilities  which 
makes  quality  affordable  to  all. 


BRISTOL 
0761  -41  8941 


EXETER 
0392-437791 


■ 

Specialists  in 
pharmacy  design 
and 

construction 


the  shopfitters 


LUXLINE  LTD 
8  Commerce  Way,  Leighton  Buzzard 
Bedfordshire 
Telephone:  (0525)  381356 
Fax:  (0525)  382761 


NPA 
APPROVED 


a 

Urndasch 

Fama 


Unit  P,  Kingsway  Trading  Estate 
Kingsway,  Luton,  Beds  LU1  1  LP 
Telephone:  Luton  (0582)  4571 1 1 


Apeils  Systems  Ltd 

m 

Approved 

^flB  NATIONAL 

Shopfitting  styles  2E£i^ri 
for  modern  selling 

★  Competitive  prices 

★  Attractive  designs         ★  Dispensary  fittings 

★  Unsurpassed  quality       ★  Incredible  space  saving 
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STOCK  FOR  SALE 


NORAST  LIMITED 

Pharmaceutical  Distributors 

50,  Friars  Style  Road,  Richmond, 
Surrey  TW10  6NQ 
01-948  0431 


ERYTHROMYCIN  TABS  500MG  1 00 

IBUPROFEN  400MG  250 

MIANSERIN  10MG  100 

MIANSERIN  20MG  100 

MIANSERIN  30MG  100 
METOPROLOL  50MG  (supply 

Betaloc  50mg  56  x  2)  1 00 

ISOS.  MONONITRATE  20MG  100 

FLUCLOXACILUN  250MG  100 

FLUCLOXACILLIN  500MG  100 

CO  PROXAMOL  OVAL  1 00 


PLUS  MANY  MORE 
Subject  to  availability 


6.90 

2.69 

5.10 

10.05 

15.45 

3.60 
4.60 
4.95 
9.90 
0.65 


THE 
FILM  MAN 

DAVE  ROTHWELL 


Konica  110/12  70p 

Konica/Fuji  1 10/24  80p 

Konica  135/12  80p 

Konica  135/24  90p 

Konica  135/36  £1.25 

Kodak  Gold  135/24  £1.55 

Kodak  Gold  135/36  £1.65 

Kodak  Gold  110/24  £1.35 


Kodak  VR  135/24  £1.25 
Kodak  VPS  135/36  Oct '89  £2.25 

110/24   from  75p 

135/24   from  75p 

135/36   from  £1.00 

126/24   from  40p 

Disc   from  40p 

E180VideoTape  £1.75 


Polaroid,  Kodak,  Fuji,  Agfa  —  all  at  good  discounts. 
Good  prices  for  colour  sheet  paper. 

ROLL  PAPER  FOR  MIMILARS  SUPPLIED 


D.V.  ROTHWELL  LTD. 

138  Westmoreland  Avenue,  Blackpool  FY  1  5QW. 
Telephone:  0253  697094  Carphone:  0836  614018 
Fax:  0253  66615 

ALL  PRICES  +  VAT 


FOR 
PRICE  LIST 

QUOTES 
GENERAL  ADVICE 
PLEASE  CONTACT 
MERVYN  GREEN  MPS 


[ail 

Ml 


EURIMPHARM  LTD" 

UNIT  A6,  83  COPERS  COPE  ROAD 

BECKENHAM.  KENT  BR3  1 NR 
TEL:  Ol  658  2255  TELEX  263832 
FAX    01   658  8680 


MAY  OFFERS 


NEW  PRODUCTS 
AZANTAC  150mg  TABLETS 
25%  PLUS  2% 
ADALAT  RETARD  ZOmg 
TARLETS 


SAVE  WITH  CAMPDALE 


CAMPDALE  LTD 

67,  CENTRAL  ROAD,  BUGGLESCOTE, 
COALVILLE,  LEICESTER  LE6  2FJ. 

Subject  to  availability 


PROTHIADEN  75MG 


28 


28% 


AMOXIL  500MG 


II  OO 


23% 


ADALAT  10MG 


50 


24% 


ZYLORIC  300MG 


30 


73% 


INDOCID  25MG 


30 


24% 


FULL  PRICE  LIST  SUPPLIED  ON  REQUEST 
24  HOUR  ANSWER  SERVICE. 

SAVE  £  £  with  CAMPDALE  LTD 

COALVILLE  (053 
510520 


SAVE£  ££££  ££££ 
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OUT  PEOPLE 


Torpoint 
campaign  for 
lice 

A  fitting  climax  to  the  National 
Pharmaceutical  Association's 
' ' Stop  the  Louse ' '  campaign  was 
enacted  by  pharmacist  David 
Stolton  with  a  cast  of  nurses  and 
leading  man  Robert  Hinds,  MP. 

The  scene  was  set  in  the  brass 
band  hut  at  a  car  park  in  Torpoint 
Cornwall,  carefully  selected  to 
catch  the  attention  of  passing 
shoppers  on  the  bank  holiday 
spending  spree. 

The  centrepiece  was  a 
demonstration  of  lice  detection 
carried  out  by  community  nurses 
on  the  unsuspecting  Member  of 
Parliament,  supported  by  the 
NPA's  posters  and  leaflets,  and  a 
video  produced  by  Napp 
Laboratories. 

The  day-long  event  attracted  a 
good  deal  of  attention  from  the 
public,  local  radio  and  Press, 
David  Stolton  says. 
"Congratulations  are  due  to  all  the 
local  health  care  services  who 
supported  me,  including  pupils  of 
our  local  infant  school  who  painted 
posters." 


Winner  of  the  February  1989  Merrell  Down  prize  for  the  best  student 
to  complete  the  NPA  's  staff  training  course  is  Linda  King  of  Hazlemere 
Pharmacy,  High  Wycombe.  The  award  and  £20  prize  were  presented 
to  Linda  last  week  by  Nick  Godfrey  (second  left)  from  Merrell  Down 
and  David  Sharpe  (right),  NPA  Board  member.  Sandra  Thompson 
(left)  is  the  pharmacist  responsible  for  Linda 's  training 


Runners  do  well! 


The  London  Marathon  runners 
might  have  rested  their  feet,  but 
they  are  still  very  busy  collecting 
up  their  well-earned  sponsorship 
money. 

Geoff  Hobbis,  production 
controller  for  Intercare  Products 
Ltd,  sprinted  home  in  2hr  31min 
32secs  and  collected  £260  from 


Crookes  Healthcare  are  again  sponsoring  the  National  Eczema 
Society 's  '  'Exchange '  'publication  this  year.  Pictured  are:  E45 group 
product  manager,  Pamela  Watson,  with  NES  chairman  Vanessa 
Davis  and  president  Eddie  Mooney,  at  the  Crookes '  stand  at  the 
Society 's  recent  annual  general  meeting 


his  company  and  colleagues. 

Not  quite  so  fast  at  4hr  19min 
was  John  Payne,  a  driver  for 
Vestric  at  Ipswich,  who  raised 
nearly  £600  for  asthma  research. 
And  Neil  Dainty,  manager  at 
Vestric's  Reading  branch,  has 
collected  a  similar  sum  towards  a 
guide  dog;  he  finished  in  3hr 
56min.  Both  runners  expect  their 
final  sums  to  be  much  higher. 

Pharmacist  "galloping  George 
Wintle"  leads  the  Democrats  of 
Hackney,  and  at  56,  is  still  a  very 
keen  runner.  He  finished  in  3hr 
50min  and  collected  for  the  St 
Josephs  Hospice. 

So  far  three  of  the  eight 
runners  supported  by  the  National 
Pharmaceutical  Association  who 
sported  the  "Ask  your 
pharmacist"  vest,  have  claimed 
the  £100  sponsorship  money. 
Amanda  Jukes  (Bucks)  did  the 
course  in  3hr  50min  and  gave  the 
money  to  the  Imperial  Cancer 
Research  Fund.  Robert  Frankl 
(Manchester),  donated  the  £100 
to  the  Jewish  Blind,  running  the 
course  in  4hr  25min.  Mr  R.M. 
Humbles  (Kent)  ran  for  the  Lions 
and  to  the  shouts  of  "come  on 
pharmacist,  you're  looking 
good",  finished  in  3hr23min. 


Fast  help 

Muslim  patients  should  be 
educated  about  the  importance  of 
continuing  prescribed  medication 
during  periods  of  fasting,  write 
pharmacists,  Dr  Mohamed  Aslam 
and  John  Wilson,  in  last  week's 
Lancet. 

They  report  the  case  of  an 
epileptic  patient  who  suffered  a 
seizure  after  omitting  doses  of 
phenytoin  during  a  fast  for 
Ramadan.  The  problem  of  medi- 
cation during  the  fast  is  potentially 
serious,  and  professionals,  as  well 
as  patients,  should  be  made  aware 
of  the  problem,  they  say. 

Dehydration  is  another 
problem  that  may  arise  —  a 
nephrologist  in  Kuwait  noted  an 
increase  in  the  number  of  patients 
admitted  with  kidney  failure 
during  Ramadan,  they  say. 
Although  the  UK  climate  is  cooler 
they  conclude  there  is  still  a 
potential  problem. 


Scholarships  totalling  £6,000  are 

available  to  fund  training  research 
in  the  distributive  industry.  These 
George  Spencer  awards,  up  to  a 
maximum  of  £3,000,  are  open  to 
anyone  in  the  distributive  industry 
over  the  age  of  18.  Applications, 
by  October  1,  to  the  Training 
Development  Officer,  DCT  Retail 
Services  Ltd,  North  Bar, 
Banbury,  OX16  0TX. 


APPOINTMENTS 


ftflH  Pharmaceuticals  have  appointed 
John  Weekes  as  business 
development  manager  for  the 
super  Vantage  pilot  scheme  in 
South  Wales  and  South  West 
England. 

Onward  Pharmaceutical  Services  Ltd 

have  appointed  Mr  Martin  Crowe 
as  secretary.  Mr  Crowe  is 
financial  director  of  Sants 
Pharmaceutical  Distributors  Ltd. 

Janssen  Pharmaceutical  Ltd  have 
appointed  David  Mitchell  to  the 
management  board  as  manager 
for  the  Pharmacy  Division. 

looker  Nutritional  Products  have 
appointed  Paul  Latimer  as  senior 
brand  manager. 


Typesetting  and  graphics  by  Magset  Ltd.  Sidcup,  Kent.  Printed  by  Riverside  Press  Ltd.  Whitstable,  Kent.  Published  bv  Benn  Publications  Ltd,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 
Registered  at  the  Post  Office  as  a  Newspaper  26/26/8s  Contents  ©  Benn  Publications  Ltd  1989.  All  rights  reserved.  No  part  of  this  publication  maybe  reproduced,  stored  in  a  retrieval  system  or  transmitted  in.  any 
brm  or  by  any  means,  electronic,  mechanical,  photocopying,  recording  or  otherwise  without  the  prior  permission  of  Benn  Publications. 
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You've  always 
had  a  decongestant 
for  heavyweights 


now  here's 
the  first 
for 

lightweights 


Blocked  up  nose,  runny  nose,  catarrh  and  hayfever  can  get 
our  customers  down,  whatever  their  size. 

And  now,  for  the  very  first  time,  there's  a  unique 
econgestant  formula  that  can  get  them  back  on  their  feet, 
'hatever  their  age  —  right  down  to  1  2  months. 
Congesteze  Syrups. 

Pleasant,  orange  tasting  Congesteze,  taken  as  a  twice 
aily  dosage,  has  active  ingredients,  Azatadine  Maleate  and 


Pseudoephedrine  Sulphate,  and  comes  in  two  formulations. 

There's  Congesteze  Paediatric  Syrup  for  one  to  six 
year  olds  and  Congesteze  Syrup  for  over  sixes  and  adults. 
Both  are  prescribable  and  now  also  available  for  pharmacy 
recommendation. 

Build  up  your  stocks 
now.  It'll  go  down 
well  with  everyone. 


CONGESTEZE  f  CONGESTEZE 


CONGESTEZE 

AST,  ALL-ROUND  RELIEF  FROM  BLOCKED  UP,  RUNNY  NOSE,  CATARRH  AND  HAYFEVER 

'ascribing  Information  Congesteze  Syrup:  Clear,  colouHess  to  light  yellow,  orange- flavoured  syrup  The  syrup  contains  1  mg/5ml  Azatadine  Maleate  USP  and  30mg/5ml 
sudoephednne  Sulphate  USP  Congesteze  Poediarrk  Syrup:  Clear,  colourless  to  light  yellow,  orange-flavoured  syrup  containing  0  25mg/5ml  Azatadine  Maleate  USP  and  7  5mg/5m! 
tudoephednne  Sulphate  USP  Use  as  antihistamine  and  decongestant:  Azatadine  Maleale  is  a  long-acting  antihistamine  with  anli-serotonin  and  anticholinergic  properties 
'udoephednne,  an  orally  administered  vasoconstnctor,  produces  a  gradual  but  sustained  decongestant  effect  causing  little,  if  any,  'rebound  congestion'  and  facilitates  shrinkage  of  congested 
cosa  in  upper  respiratory  areas.  Congesteze  is  indicated  for  the  relief  of  symptoms  of  upper  respiratory  mucosal  congestion  in  allergic  rhinitis  Dosage  and  administration:  Syrup  The  usual 
ie  is  5ml  rwice  daily,  but  this  may  be  increased  to  10ml  twice  daily  in  severe  cases  Children  6 -12  years  of  age  Syrup  2  5  to  5ml  twice  a  day  or  Paedialnc  syrup  2-4  5ml  spoonfuls  (1 0-20ml) 
ce  daily  Children  1  -6  years  of  age  Paediatnc  Syrup  one  5ml  spoonful  in  the  morning  and  at  bedtime  Contra- indications,  warnings  etc  Congesteze  is  contra- indicated  in  patients 
teiving  MAO  inhibitor  therapy,  cardiac  asthma  or  with  a  known  hypersensitivity  to  any  of  the  constituents  Although  pseudoephednne  causes  virtually  no  pressor  effect  in  patients  with  norma! 
\>od  pressure,  Congesteze  should  be  used  with  caution  in  patients  with  cardio- vascular  disorders  and  those  being  treated  with  beta-blocking  agents  Use  with  caution  in  patients  with  prostatic 
.pertrophy,  unnary  retention,  glaucoma,  slenosmg  peptic  ulcer  or  pyloroduodenal  obstructions  Although  drowsiness  js  infrequent  and  impairment  of  psychomotor  function  is  not  manifested  at  the 
ommended  dosage  of  Azatadine  Maleate,  patients  should  be  warned  about  engaging  in  mechanical  operations  requmng  mental  altertness,  such  as  driving  a  car  or  operating  machinery,  etc 
il  individual  response  has  been  determined  Congesteze  should  not  be  given  to  pregnant  women  or  nursing  mothers  Side  effects:  Congesteze  has  caused  no  senous  or  unusual  adverse  side 
Kts  either  reported  or  determined  by  laboratory  tests  The  syrup  is  well  tolerated  ond  side-effects  are  generally  dose-related  and  transient  Side-effects  most  frequently  reported  are  those 
nmonly  associated  with  antihistamine/decongestant  preparations  such  as  drowsiness,  epigastnc  distress,  weakness  and  nervousness  etc  Overdosage:  In  the  event  of  ov,.  'dosage,  emergency 
□tment  should  be  started  immediately  Treatment  of  signs  and  symptoms  of  overdosage  is  symptomatic  and  supportive  Legal  Category:  Syrup  and  Paediatnc  Syrup  P  Package 
antitiesi  Syrup,  Paediatnc  Syrup  1  20ml  bottles  Product  licence  numbers;  Syrup  3478/0058,  Paediatnc  Syrup  3478/0099  Basic  NHS  price/ G.T.Pt  Syrups  £!  5  1 6  (x  1  2)  £  1  99  rsp 
rby-Warrick  Pftarmaceuricals  Limited,  M.ldenhall,  Bury  St  Edmunds,  Suffolk  IP28  7 AX,  England  Subsidiary  of  Schenng-Plough  Corporation.  USA 


ALL  ROUND  RELIEF  FROM 
BLOCKED  UP,  RUNNY  NOSE 
AND  CATARRH 

SIMPLE  TWICE  DAILY  DOSAGE 


ALL  ROUND  RELIEF  FROM 
BLOCKED  UP,  RUNNY  NOSE 
AND  CATARRH 


SIMPLE  TWICE  DAILY  DOSAGE 


ONE  TO  SIX  YEARS  ei20ml 


I  -r*. 


(J 


FOR  CHILDREN 
OVER  6  YEARS 
AND  ADULTS 


ei20ml 


One  small  reason  for  stocking  Varta 


As  interest  in  the  environment  grows,  so  do  sales  of  Varta's  mercury  and  cadmium -free 
batteries  The  first  of  their  kind  in  Britain. 

Now  stocked  in  major  supermarkets,  Varta  are  backing  their  batteries  with  a  heavyweight 
month  camj  .       i    fwimienX  press  beginning  in  June. 

So,  while  mothers  are  taking  stock  of  their  children's  future,  which  batteries  will  you  be  stocking? 

IJ  VARTA     ENVIRONMENT  -  FRIENDLIER  BATTERIE 

V&R7A  Limited,  48-54  London  Road,  Staines,  Middlesex.  TWI8  4HQ.  Telephone:  0784  464341.  Food  Brokers  Ltd.,  Food  Broker  House,  Northarbour  Road,  North  Harbour,  Portsmouth,  Hants.  P06  3T 


